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Judy Anderson, 
say it ain^t so! 



Judy Anderson of McCann-Erickson 
can't see us for beans. Yet, we'd so 
much like to help her advertise 
those cars she buys media for. 

Judy knows that the Tidewater 
area is growing 2^/0 times faster 
than the nation as a whole. She 
knows, too. that WHIH has the 
hottest format and the best darn 
news shows in Virginia. But what 
stations do you think she buys? 
(We won't tell you ) . 

Judy, you're a hard-hearted Han- 
nah, but we love you and we'll keep 
plugging. Same goes for any others 
who don t yet share your view that 
the sun rises and sets on WHIH. 



FORMERLY WLOW 

TIDEWATER, VIRGINIA 

AN ELLIOT STATION 
Representatives: Avery-Knodel 
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with the 
BIG CHEESE in Wisconsin 

Not only % million people 
but 2 million cows. 
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When will radio/tv crack the supers? 

27 134 hillion supermarket industry is opportunity for more radio/tv dollars 
— but expansion depends on new ideas and fresh approaches, say expert 
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Radio brings groceries to fife 

In the New York area, Safeway and Daitch Shopwell supermarket chains 
reap benefits of institutional approach to radio, build personalit 
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8 firms that test tv copy 

A rundown of the services, methods, theories, and basic charges of th 
eight major tv commercial testing outfits, how they operate, how they diffe: 



Pay tv — but is it culture? 

Hard-sell ads for upcoming programs in Toronto's Telemeter test offei 
juicy fare at $1 per viewing, but raises questions about cultural values 

Strike-out Sam wins new friends for radio 

On Kansas City, Mo. sandlots, pint-sized, aspiring Whitey Fords are test 
ing their pitching prowess and winning over new friends for radio 



On network radio this fall 

38 Despite curtailed programing, the radio nets are offering wide variety 
and many rate plans. Advertiser buys are healthy for this time of year 

Sponsor- Week 7, Sponsor-Scope 19, Spot Buys 46, 'Washington 
Week 55, Film-Scope 56, Sponsor Hears 58, Sponsor-Week Wrap-Up 60, 
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WHO Radio 
should be No. 14 
on any "Top Market" 

radio list! 

50,000-Watt WHO Radio Covers 
865,350 Homes In Iowa PLUS! 



EVERY time your marketing strategy calls for 
radio in America's top r^dio markets . . . 
50,000-watt WHO Radio belongs on the list! 

There are only 13 markets m America in u'hich 
k any radio station reaches a larger aiidience or 
" more buying poiver than does WllOl 

WHO Radio reaches 865,350 homes in "Iowa 
'LUS!" (96 of Iowa's 99 counties p/us a number 
>f counties in neighboring states). 75% of all Iowa 
etail sales are made in counties you reach with 
kVHO. (Metropolitan Des Moines accounts for only 
of Iowa's retail sales. All eight of Iowa's leading 



metro areas, including Des Moines, account for 
just 33%.) 

Many surveys, for 24 consecutive years, have 
measured the Iowa radio audience, and have proved 
that WHO is Iowa's most listened-to radio station. 
A 93-county area Pulse (March, 1961 ) gives WHO 
the No. 1 position in every weekday quarter-hour 
surveyed over 94 other stations. 

Next time you make up a "top radio market" list, 
be sure No. 14 is WHO Radio! Ask your PGW 
Colonel for the latest information on "Iowa Plus." 
Sources: Pulse (March, 1961), KCS No. 2, SRDS. 



WHO 

for Iowa PLUS ! 

Des Moines . . . 50,000 Watts 

NBC Affiliate 

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moincs; WOC and WOC-TV, Davenport 

Peters. Griffin, >X'oodward. Inc.. Salionul Rejtresfntatives 
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The Conestoga Wagon, a pioneer in transportation, 
originated in Lancaster County, Pennsylvania. It was the 
principal medium of westward travel, prior to the railroads. 

WGAL-TV, a pioneer station, introduced television to a sizeable area 
of Pennsylvania. Since its inception in 1949, .WGAL-TV has firmly 
maintained its pioneering principles by being constantly alert to new 
and better ways of serving viewers throughout its coverage area. 




WGAIi-TV 




Lancaster, Pa. 

NBC and CBS 

STEINMAN STATION 
Clair M c C o 1 1 o u g h , Pres. 



Representative: The IVlEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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SPONSOR-WEEK 



Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



DAYTIME'S NEW VIGOR 

Tv networks upgrading daytime tv for fall with news 
strips and women's service shows; news for teenager 



The push to invigorate daytime tv 
is on. 

Each of the networks is amidst a 
massive expansion of news during 
the daylight hours. 

Although punch and counterpunch 
are seen as one or another strives 
to improve its pre-6 p.m. position 
for fall, the overall effect is this: 
industry-wide programing "rehabili- 
tation" for daytime tv. 

To date, alphabetically, the net- 
works did this: ABC TV brought in 
Tennessee Ernie to show its serious- 
ness about daytime entertainment. 
NBC TV gave Today over to its news 
department. And CBS TV put its 
news department through a massive 
overhaul. 

This week and against this back- 
ground the networks began a push 
that one agencyman termed "news 
happy." 

CBS TV and ABC TV were off on 
a spree to stud daytime tv with 
lews strips: five minute strips, quar- 
er-hours, and half-hours, too. 
There was a new feeling in the 
air, too, on the 
matter of sta- 
tion accept- 
ance. It was 
expected that 
even unsold 
news p r 0 - 
grams would 
have few 
clearance 
oubles. The recent activity of the 




Robert E. Lang 



FCC was affecting an immediate 
change in program balance. 

Ideas dormant for years were all 
at once being reconsidered. Pro- 
gram formats abandoned as unsuc- 
cessful years ago, that had grown 
dusty on the shelf were being made 
clean as new. 

At CBS TV, for instance, I Love 
Lucy was to be taken out — reported- 
ly at Paley's persona! insistence — 
and the 10-10:30 a.m. time period 
turned over to CBS News to produce 
a new half-hour women's news and 
service show. 

Tentative title of this show is 
Calendar, and insiders hint it will be 
reminiscent of a format tried years 
ago as Home, now being revived on 
a different chain. 

That isn't all at CBS News. Rob- 
ert E. Lang is giving up his admin- 
istrative duties to go into news 
sales, retaining his v.p. stripe. The 
possible repercussions of CBS News' 
assumption of its own sales func- 
tions are causing agency people to 
sit up and take notice. 

CBS News is putting two five- 
minute strips into daytime tv. One 
at 3:55 p.m. is reported sold to 
Frigidaire. There's another strip at 
11:55 a.m. 

Educational tv is also getting a 
daytime berth on CBS TV: the 1-1:30 
p.m. slot will open for College of 
the Air. 

The only news cutback in CBS 
(Continued on page 8, col. 2) 



NFL ASKS LIFT 
OF COURT TV BAN 

La\v)frs for the National 
Football League have appealed 
the invalidation of the NFL- 
C15S TV contract now held to 
be counter to anti-trust laws. 

Their argument is that simi- 
lar sports tv contracts have not 
been challenged. 

The NFL a.sked that the ban 
i>e suspended until 31 Decem- 
ber, during the first of its two 
) ear term. 

Previous contracts were be- 
tween NFL teams and either 
CBS TV or NBC . 

NBC TV had Baltimore and 
Pittsburgh, and CBS TV had 
the rest. The challenged con- 
tract gave CBS TV the entire 
league. 

NBC TV salesmen lia\e been 
out selling two teams in e.xpec- 
tation of recovering previous 
rights. 

CBS had already sold quar- 
ters to Ford. Marlboro and 
Amoco. 



Helene Curtis $3 mil. may 
go into NBC TV nighttime 

Helene Curtis, one of the very few 
sizeable spenders that have yet to 
commit themselves for the fall, looks 
as though it's going NBC TV. 

The involvement will be alternate 
nighttime minutes in five or six 
different program series. 

Last year Curtis' expenditure in 
network tv came to around $3 mil- 
lion. 
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SCHACTE STEPS UP 
TO UNILEVER POST- 
SUCCESSOR: WEBBER 

Harold H. Webber, v.p. and direc- 
tor of Cowles Magazines and Broad- 
casting, tias been elected to con- 
sumer relations v.p. of Lever Bros. 
He joins the company on 15 Aug- 
ust, and Hen- 
ry Schachte 
moves up 
from execu- 
tive v.p. and 
director to 
join Unilever 
Limited in 
London as a 
member of 
the management committee. 




Harold H. Webber 



N'western symposium 

(Chicago); FCC chairman Newton 
Minow, NAB president LeRoy Col- 
lins, and industry figures including 
Clair McCollough, Sig Mickelson, 
Sol Taishoff, Fairfax Cone, and 
Ward Quaal will participate in a 
symposium at Northwestern Univer- 
sity on 3-4 August. 

The two-day event, sponsored by 
NU law school, is "National Sym- 
posium on Freedom and Responsi- 
bility in Broadcasting," and chair- 
man is J. Leonard Reinsch, execu- 
tive director of Cox broadcasting 
properties. 

Talks and question periods will 
be open to the public. 



NBC Radio's $1.2 mil. 

New business and renewals for 
NBC Radio network during the 
month ending July 19 were worth 
$1,245,098, says v.p. and general 
manager George A. Graham Jr. 

New orders were from Mogen 
David, Evinrude, Curtis, Du Pont, 
Reader's Digest, Standard Brands, 
Philip Morris, and Bristol-Myers. 

R. J. Reynolds, the Evangelical 
Foundation, Sterling Drug, and P. 
Lorillard signed renewals. 



(Continued from page 7, col. 2) 
TV daytime for fall is the 8 a.m. 
show. Fifteen minutes will be ab- 
sorbed by Captain Kangaroo. 

An agency that inquired at CBS 
TV sales on the 10-10:30 a.m. strip 
drew this blank on new policies: "We 
don't know. It's the news depart- 
ment's baby and we're waiting to 
see." 

But there was the impression that 
commercials in Calendar, if sold as 
participations, would be handled 
quite differently than games, soaps, 
and re-runs. 

ABC TV was also jumping into 
heavier daytime news. There'll be, 
at 5 p.m., the first daily news show 
slanted at teen agers. It will be 
thirty minutes. Of three newsmen 
already picked by ABC TV, the eld- 
est is only 25. 

Title of this new 5-5:30 p.m. strip 
is Discovery. Show starts 2 October 
with Jules Power as executive pro- 
ducer, announced ABC TV daytime 
v.p. Giraud Chester. This show pre- 
viously had the tentative title Peri- 
scope. 

Midday Report will be back at 
1:25 p.m. 

Yet another brand new develop- 
ment ABC TV may try is business 
news. American Business Briefing 
is in blueprint for around noon 
Sundays. Show is to be packaged 
live by Screen Gems. Later Sunday 
come Adiai Stevenson and Editor's 
Choice, probably alternating at 3 
p.m. until the football season ends. 

By the way, ABC's 6 p.m. news 
strip is now set to Squibb (Donahue 
& Coe). 

At NBC TV no news program de- 
velopment this week could compare 
with the recent assignment of To- 
day to the news production staff. 

But NBC TV v/as also getting into 
news for teen agers, although only 
on weekends. Update is title of 
show for 12-12:30 p.m. Saturday, and 
"1, 2, 3, Go" — the new season's most 
unlikely title so far — will be a pub- 
lic affairs world travel show for 
younger viewers 6:30 p.m. Sundays. 




Harrison E. Mulford 



ABC TV NSS NAMES 
MULFORD, McELFRESH 

Two more sales managers for ABC 
TV National Station Sales have been 
appointed by president Theodore 
Shaker. 

They are: Harrison E. Mulford, Jr., 
eastern sales 
manager, and 
John A. Mc- 
Elfresh, Chi- 
cago sales 
manager. 

M u I ford 
goes to ABC 
TV NSS from 
NBC where he 
was account executive in NBC Spot 
Sales from 1955 to 1960 and a net- 
work sales executive since then. 

He was previously associated with 
H-R, Crosley, 
and WPIX, 
New York. 

John A. Mc- 
Elfresh joins 
NSS from 
CBS Spot 
Sales Chicago 
and New York 
offices. Be- John A. McElfresh 

tween 1953 and 1959 he was a sales 
representative for WCAU-TV, CBS 
o&o in Philadelphia. 




What's in a name? Ask 
Fred Niles Communication 
Centers of Chicago & H'wood 

(Chicago); The Fred Niles organ- 
ization will bear a new name on 1 
August which will reflect its widened 
activities. 

The Fred Niles Communication 
Centers of Chicago and Hollywood 
is the new name, intended to be. 
self-explanatory. 

Niles is doing a lot more besides 
film production, which accounts for 
60% of his volume. Audio-visual 
materials, such as tv commercials, 
are but one part of his business 
programs, Niles pointed out. 
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a statement of 

WWLP & WRLP 

SPRINGFIELD — MASS. — GREENFIELD 

(Television in Western New England) 
by William L. Putnam 



EDITORIAL EFFECTIVENESS 



Some four years or so ago at our stations we 
started to broadcast editorials. We put them on 
. . . not on a regular basis for we weren't quite 
sure how to do these things and besides plain 
ordinary economics inhibit our ability to some 
degree. However, we sensed the increasing need 
in our community for some such method of ex- 
pressing opinion that offered some balance to 
that of the large group-owned newspaper and 
In'oadcasting combine with which our area is 
endowed. From the outset we found that the 
good people of our comnuniity resjjected and 
appreciated our efforts. 

Not everyone within our conuiiunity reacted 
with ebullient enthusiasm. As a matter of fact 
I guess we've got the only Mayor in captivity 
who is worried when his name is mentioned on 
television. He has found that we don't always 
feel obliged to be complimentary. 

People often ask if we get results. Otlier 
broadcasters inquire if we have problem? doing 
these editorials. To both (luestions the answer 
is affirmative. Anyone who is going to do any 
crusading takes a licking and we have bad all 



kinds of pressure applied to us. For example 
when we pointed out last January how tlie city 
payroll was padded, our Mayor, of course, 
denied it but the road to our station wa^n't 
plowed for tlie rest of the winter. Only a month 
later the Mayor had to announce that 587 jobs 
were being cut from the 1961 budget in the two 
departments we said were padded and a little 
later he announced our station should be closed 
down because it wasn't operating in the public 
interest. 

We have wondered out loud regarding this 
concept of the public intei"est. Occasionally we 
take this sort of licking but we have fun and all 
responsible figures of the community arc l)o- 
liind us, not just with kind words but with that 
most important of all connnoditics their adver- 
tising dollar. We receive 90' [ of tbc tb)llar 
volume of television business in our connnunity 
and we are grateful for this support, but we also 
believe it due in large part to our eflorts to im- 
prove die conununities we are licen>cd to -erve. 

Represented nationally by HOLLINCBERY 
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and because people are different in different markets . . . Storer programming is different! We put together a flexible format 
to fit the needs of the community . . . making it local in every respect. That's why Storer Stations are liked, watched and 
listened to— why they rate high in the 9 key markets where they are located*. Local programming— quality-controlled- 
assures you the best is being presented. You know you've made the right buy when you buy a Storer Station. Storer 
representati\ es have up-to-the-minute availabilities at their fingertips. Important Stations in Important Markets. 



*IVGBS rales number 1 in Miami. KGBS blankets Southern California i>.-ith 50,000 ivat/s. 



LOS ANGELES 
KGBS 


PHILADELPHIA 1 
WIBG 


CLEVELAND 
WJW 


WHEELING 
WWVA 


TOLEDO 
WSPD 


DETROIT 

WJBK 


STORER 

BROADCASTING COMPANY 

1 


MIAMI 
WGBS 


MILWAUKEE 
WITI-TV 


CLEVELAND 
WJW-TV 


ATLANTA 
WAGA-TV 


TOLEDO 
1 WSPD -TV 


DETROIT 
WJBK.TV 
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GULF'S $0.5 MILLION 
TBA GOES TO EWR&R 

There's apparently no truth in the 
rumor that Gulf took its tire, battery, 
and antifreeze advertising from 
Y&R to EWR&R to punish the former 
for its pitch at Texaco. 

The Gulf t-b-a business amounts 
actually to no more than $500,000. 

It was reported resigned by Y&R 
because of an account conflict with 
Goodyear. 

Y&R already handles the tire, bat- 
tery, and antifreeze business of 
Goodyear, and having the conflict 
with Gulf products resigned the 
latter. 



Kocour Is Simoniz ad dir. 

New director of advertising at 
Simoniz is Max G. Kocour, succeed- 
ing J. M. Tyson, who has moved up 
as sales v. p. 
Kocour was 

previously 

f I Km J^X with Y&R, 
V^i Ayer, and 

N.L.&B., and 
before enter- 
ing the adver- 
t i s i n g field 
was with 
Pillsbury for eight years. 




Max G. Kocour 



Nielsen gives July top tens 

Eight network tv shows ranked 
among the top ten in both total and 
verage audience in the first July 
Nielsen report. 
Ranked by average audience, the 
hows are Gunsmoke, Andy Griffith, 
hat's My Line, Garry Moore (both 
alf hours) Have Gun, Will Travel, 
andid Camera, and The Untouch- 
bles. 

Red Skelton and My Three Sons 
vere among the top ten in average 
Judience but not in total audience, 
vhile Wagon Train and 77 Sunset 
5trip hit the top ten in TA but not 



Beth Black, C&A 
Timebuyer to D&C 

Elizabelli Rlack. lejiarded as 
one of the pioneer tiiiiel)U} ers, 
uili be aiiioiig tiie people mi- 
grating from Cohen & Aleshire 
<)\ er to Donahue & Coe as a 
result of the merger of the two 
agencies. 

C&A s other tiniehuser. Koh- 
ert Turner, is also going to 
D&C. 

Incidentalh Miss IJlack was 
one of the top femme three- 
some hack in the 30's and 40"s. 
the other two members being 
Reggie Scliuehel. then at Biow, 
and Linnea Xelson. now retired 
but who spent practicall} all 
her career at JWT. 



NEW DETROIT SRA UNIT 

ELECTS CHARLES FRITZ 

(Detroit): The Station Representa- 
tives Association has established a 
Detroit chapter and its first local 
president will be Charles Fritz, man- 
ager of John Blair there. 

Other officers elected for 1961-62 
in the newly established chapter 
are: v.p. William W. Bryan, who is 
v.p. and manager of PGW in Detroit; 
secretary Robert D. Cook, tv ac- 
count executive of Katz Agency's 
Detroit office, and treasurer William 
E. Morgan, manager of the Detroit 
office of Adam Young. 

The Detroit chapter of SRA will 
develop research and sales presen- 
tations for spot radio and tv and 
deal with local problems in the air 
media. 

Operation of the chapter will be 
similar to the one launched in Chi- 
cago four years ago. Monthly lunch- 
eons, to be held at the Detroit Uni- 
versity Club, start in September. 

Louis H. Avery, SRA president, ex- 
pects a great deal to be accom- 
plished in Detroit for spot radio and 
tv sales by a concentrated effort of 
SRA members there. 



FOUR MEN JOIN CTS 
IN NEW YORK SALES 

CBS Television Stations National 
Sales has put four account execu- 
tives on its New York staff. 

They are: William Beindorf, J. 
Robert Cole, Kenneth M. Johnson, 
and Briggs S. Palmer. 

Beindorf comes from WCBS TV, 
Cole from KNXT, Johnson from Mc- 
Gavren TV, and Palmer from HR&P. 



New Storer managers: 
McKenny at WSPD-TV; Lloyd 
in programs Western div. 

Two executives were hired at 
Storer Division this week in the 
wake of the formation of Storer Pro- 
grams. 

Keith T. McKenny has been hired 
as managing director of WSPD-TV, 
Toledo. He 
was former 
sales manager 
of WJBK-TV, 
Detroit. He 
succeeds Joe 
Evans, who 

was recently — ^ 

appointed ^ 
general man- Keith T. McKenny 
ager of Storer Programs. 

Howard Lloyd has been named by 
Storer Programs to manage its West- 
ern States division. He was sales 
v.p. of Graphics International and 
before that was with NBC Films. 




WTFM, N.Y. rushes into stereo 

WTFM is striving to become the 
first multiplex stereo station to 
broadcast in New York City. 

The new station, equipped with 
the new RCA stereo console, is aim- 
ing for a start of operations in Sep- 
tember. 

Owned by Friendly Frost Broad- 
cast Division, station is to include 
merchandising facilities, and will be 
under supervision of David H. Pol- 
linger. 



I 
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< 114 HALF HOURS 

IstTIME FOR SYNDICATION! 



The show that started it all and is still 
the best of them all— Peter Gunn, the 
private eye with an ivy league profile and 
a sophisticated approach to danger— urbane 
story lines and some of the most fabulous 
jazz of our time by the great Henry Mancini. 
After three svvingin' years on NBC and ABC- 
sponsored by national advertisers— now 
ivailable for syndication! Call, wire or write . 
the audience is pre-sold coast to coast. 
Created and produced by Blake Edwards. 



BARRING CRAIG STEVENS 

H HERSCHEL BERNARDI AND LOLA ALBRIGHT 
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OFFICIAL 
FILMS, INC. 



/24 FIFTH AVENUE, NEW YORK19,N.Y., PLAZA 7-0100 



loaded 
with facts 
and figures 
that every 
tv^minded 
buyer will 
USE! 



TV 

BASICS 

n terrific ad-buy 
OUT 28 AUGUST 
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by John E. McMillin 



Commercial 
commentary 

Wise words from Harry Harding 

Recently. I've been remembering more and 
more vividly a speech I heard at the April meet- 
ing of the 4As at White Sulphur Springs. 

It was delivered by Harry Harding, exec. v.p. 
of Young S: Rubicam, and contained these meaty 
lines: "America happens to have the world's larg- 
est communications network. America happens 
to have a constitutional guarantee of free speech. 
America happens to have the best informed and the most accurately 
informed public in the world. And America happens to have the 
largest advertising investment in the world. These facts are not 
mere coincidence." 

How few of us in broadcasting or in advertising ever manage to 
think in these terms! 

That, I believe, is what makes the Harding viewpoint so uniquely 
important at a time when everyone and his infant brother — Chair- 
man Minow and assorted Harvard professors, and witnesses before 
the Dodd Committee and at the FCC hearings — have been taking 
roundhouse swipes at our business. 

Harding has seen the whole problem in perspective — not as a 
question of whether the Untouchables has too much violence, or 40 
seconds is too long for a chain break, or whether some poor misbe- 
gotten station manager should have his license revoked for carry- 
ing 3.1% of his schedule in public service, rather than the 4.4% he 
promised. 

No, the YSiR executive has wisely focussed attention on the total 
picture — the overall merit of our American system of free, competi- 
tive, advertiser-supported mass media. 

This is a dreadfully neglected point. And yet it can give us a 
far sounder basis for confronting and challenging our critics than 
the arguments we usually employ. 

Uiiderstaiidiiig our mass media system 

Actually one of the reasons why we are so consistently creamed 
by the shouts, shrieks, and hollers of our detractors is that we in 
the mass media are so violently, even hopelessly divided. 

Within our own family we find advertisers sneering at broad- 
casters, stations sneering at newspapers, agencies sneering at sta- 
tions, magazines sneering at television, program people sneering at 
salesmen, editors sneering at advertising departments, and every one 
freely conceding that his own part in the communications industry 
is cleaner, purer, nobler, more important than someone else's. 

All of which makes it just great for every fanatic philosopher 
and eager-beaver bureaucrat who wants to take a poke at us. 

They can always pick up adherents from our own ranks. 

Y\nd such intramural divisions not only give comfort to the enemy, 
{Please turn to page 48) 
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read any good books lately? if you're planning a Detroit radio schedule 
for fall, this one is for you! 

"The Total Story" shows what WWJ means by "Total Radio," gives you a buyer's-eye 
/iew of WWJ's imaginative programming which ranges from popular music to symphony 
concerts, from play-by-play sportscasts to lively talk on the "Hour of Information" and 
'Phone-Opinion." And for good measure, there's a WWJ coverage map which shows at a 
glance the big, prosperous area served by Detroit's basic station. 

You'll agree that "The Total Story" makes good sense, that "Total Radio" means greater 
.mpact on listeners, more attention to your sales message. If you don't have a copy, or if 
/ou'd like extras, just phone your PGW Colonel or write the station. 

% A jr m A jr ■ am and FM 

W WU RADIO 

I Detroit's Basic Radio Station 
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49th and 
Madison 



We stand corrected 

We note that you used a story about 
our station in your issue of 10 July, 
and stated that Martin Giaimo had 
been ap)3ointed manager of W'NEM- 
TV, which serves Flint. Saginaw, and 
Bay City. Mich. This was incorrect. 

Mr. Giaimo has been ap|Jointed 
manager of the Flint operations of 
Wi\EM-T\', Channel 5, and will be 
based at our offices in Flint, Mich., 
at Bishop Airport. Tom Matthews is 
still station manager of WNEM-TV. 

Also, recognizing that your fine 
magazine is always interested in 
maintaining complete accuracy, I call 
your attention to page 73 of the 12 
June issue, ^\here you list a group of 



markets and ratings under the head- 
ing "CBS Films' Deputy Daivg scored 
these time period victories in March 
and April." 1 do not quarrel with 
the 22.4 Nielsen rating attributed to 
Deputy Datvg in the Saginaw-Bay City 
market, but 1 do quarrel with the 
classification that this is a "time peri- 
od victory." To the contrary, a 
check of that March Nielsen will 
show that WNEM-TV's Highway Pa- 
trol outrated the first 15-minutes of 
Deputy Datvg, and the Huntley-Brink- 
ley newscast racked up a 31.6 to 
Deputy Dawg's 20.7 in the second 15- 
minutes. It terms of homes delivered, 
Highway Patrol showed 170% of 
Deputy Dawg's homes in the first 15 




NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Populaiion 1,520,100 Drug Sales $ 40,355,000 

Households 423,600 Automotive Sales S 299,539,000 

Consumer Spendable Income General Merchandise S 148,789,000 

$1,761,169,000 Total Retail Sales $1,286,255,000 
Food Sales $ 300,486,000 

KNOE-TV AVERAGES 71.7% SHARE OF AUDIENCE 

According to March, 1961 ARB we average 71.7% share of audience from 
9 a.m. to midnight, 7 days a week in Monroe metropolitan trade area. 



KNOE-TV 



CBS • ABC 

A James A. Noe Station 
Represented by 
H-R Television, Inc. 

Monroe. 

Photo: The Johns-Manville Products Corporation plant located at Natchez, Mississippi, manu- 
facturijig insulating board and hardboard products from wood fibre. 



Channel 8 
Monroe, Louisiana 

The only commercial TV station licensed to 



minutes, and Huntley-Brinkley news- 
cast showed 191% victory in homes 
over the second half of Deputy Dawg. 
Clearly this was not a "time period 
victory." 

Edward W. Westcott 
manager. New York office 
Gerity Broadcasting Co. 



Yugoslavian commercial tv needs help 

On a recent trip to Europe, I spent 
some time in Belgrade, Yugoslavia, 
where I had an opportunity to talk 
with officials of their newly begun 
television industry. To my surprise, 
I found the Yugoslavs very interested 
in commercial tv, as an aid to their 
economy, which is Just starting to get 
off the ground. As you probably 
know, Yugoslavia, though a commu- 
nist nation, is relatively friendly to 
the United States. What's more, they 
are becoming increasingly receptive 
to free enterprise methods. During 
our conversation, their tv people ex- 
pressed a great desire for guidance 
by Americans in the development of 
their commercial tv structure. Pleased 
and stimulated by this unexpected 
opportunity to participate in the im- 
provement of relations between the 
United States and Yugoslavia, I as- 
sured them that I and my fellow ad 
men would be happy to help, pri- 
marily through a continuing corre- 
spondence, in which we would try to 
answer whatever questions they might 
raise. In addition to this, however, it 
would seem valuable to provide the 
Yugoslavs with pertinent books and 
magazines dealing with tv matters. 
And this leads to the main point of 
my letter, which is to ask if you 
would be willing to donate a sub- 
scription to SPONSOR Magazine. 

If so, the addressee would be Mr. 
Nenad A. Petrovic, Radio-Television, 
Belgrade, Yugoslavia. 

I'm sure it will interest you to 
know that this project has been 
cleared with, and has the approval 
of, the United States Information 
Agency. I have written Mr. Edward 
R. Murrow about it and, at his sug- 
gestion, am sending copies of all 
correspondence to Mr. Romney 1. 
Wheeler, director of USIA. 

Fred Lounsberry 
tv-radio department 
Campbell-Ewald Co. 
Detroit 

• SPONSOR Is happy to comply with Mr. Louns- 
berry's fine suggestion. If other readers are interestej 
In this project we recommend they contact Mr. Louns- 
berry for further Information. 
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THE MOST TRAVELLED BRIEFCASE IN BROADCASTING 

DCIflMPQ Tfl AM UD OAICOMAM During the past year HR salesmen roiled up 
DCLUIlllO lU MW nil OMLCdIVIMri more than 400,000 air miles visiting HR 
radio and television stations. HR salesmen take planned station trips every year, so that all HR salesmen visit 
all HR stations. These travel schedules are carefully planned by HR management far in advance and on a com- 
prehensive company-wide basis. Because of HR's LIMITED STATION LIST each salesman thoroughly learns all 
the facts about EACH station he represents. When an HR salesman says: "I was there, I know," you can be sure 
he was and does. 
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week 
ending: 

for the week ending July 16, out of 51 eve- 
ning half hours, ABC-TV scored as follows:* 





lsts&2nds 


3rds 


ABC-TV 


40 


11 



weak 
ending: 

for the same period, in the same evening 
half hours, Nets Y & Z followed as follows:* 





lsts&2nds 


3rds 


NetY 


33 


18 


NetZ 


29 


22 



As meaningful as the numbers themselves, is where they were tallied. Namely, the most significant 
of all TV areas — the markets where the watchers can watch all 3 networks. This could be the 
reason so much smart money is riding with ABC these days. The odds are definitely on your side. 



ABC Television 



♦Source: Nielsen 24 Market TV Report, week 
ending July 16, 1961. Average audience, Mon. 
thru Sat., 7:30-11 PM; Sun., 6:30-11 PM. 
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Interpretation and commentary 
on most significant tv/ radio 
and marketing news of the week 



31 JULY 1961 

Copyrliht IMI 
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Predictions are a dime a dozen, but here's one that some agencynien with enor- 
mous stakes in tv contend has ample substance for inevitabiUty. 

And their prediction is this: before the 1961-62 season gets rolling far network man- ^ 
agenients will begin to ask themselves whether they had been wise in granting the |' 
accountants so much authority over the showmen in the organization and letting 
them denude the programing department of creative personnel. 

These agencymen concede that some form of budgetary control is necessary but are quick i 
to add that wherein the business has weakened itself is in permitting the figure boys to 
constrain the "show doctors" from effectively working together with the more ini- , 
aginative segment of freelance program suppliers. r 

In other words, creative talent talks a language that's hard for the ledger guardian to I 
understand and the time comes when any branch of the entertainment industry must I 
make a choice, as happened not so many years back in the motion picture business. I 

National spot radio will have some action next month from at least one auto- 
motive: Standard Triumph (DCS&S) starts then an eight-week flight for its line, 
mostly in traffic time. j 

Another account that takes off in August is Blue Bonnet (Bates). The first four weeks' 
schedule will be heavy and the subsequent nine somewhat light. { 

Note: Cadbury chocolates is inquiring among radio stations for basic informa- | 
tion via Guild, B&B, as the preliminary to testing the medium in the fall. ji 

^ \ 

Now that the Humble Oil advertising department is moving to Houston and 
McCann-Erickson is beefing up the Humble supervision group in that city, the 
question remains as to whether the media buying for Esse will also be transferred 
to Houston. 

Humble ad manager Bob Gray, who with his assistant, Tom Wilson, takes up residence 
in Houston at the end of August, last week told SPONSOR-SCOPE that the buying-point i 
matter is being left to the agency's discretion. (Esso spends around S3 million.) I 

If buying out of New York spells efficiency, it's alright with him, even though the deci- j 
sions in every respect will have to come out of Houston. j 

Should the buying on Esso be switched to Houston, it might not prove much of an 
inconvenience for the reps. They could service it out of their Dallas ofBces. 

Incidentally, NBC TV has been pitching hard with public affairs programs at Humble. j 
Gray's answer: Humble is not ready for network, since it's not really national as yet. 

Gum and chop suey may strike you as strange mixture, but for Chicago reps 
and a lot of radio stations they spell doing business away from the rate card. 

The specific connection between gum and chop suey: Like Wrigley had maneuvered be- | 
fore it, Chun King (BBDO Minneapolis) is on a bonus spit kick — asking for two free . 
spots a week for each of the planned 10-week schedules. ' 

The plot is to use up the 20 bonus spots during the M'eek of 17 December when the I 
commercials will urge a menu of chop suey instead of turkey for Christmas dinner. | 

Chun King's angle on the bonus spots: they're acceptable in lien of station mer- 
chandising (the usual letters to the trade, displays, etc.). I 

Radio people's attitude: while the medium deeply appreciates Chun King's business, j 
this kind of wheeling and dealing can be hurtful to radio, since a user can never be ' 
certain whether somebody else got a better buy. 
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SPONSOR-SCOPE continued 



One tliiug that the media department at Compton isn't doing about the 40- 
second chainbreak spot is discouraging the creative department from experiment- 
ing with commercials of that length. 

The suggestion passed onto the commercial gentry: if the 40s are what you'd like 
and they're okay with the client, media will spot them around where the eflficiency justi- 
fies their use. 

New national spot tv business took on a little spark the past week, particularly 
among the foods. 

Availability quests included General Mills' Betty Crocker cakemix (BBDO), day and 
night minutes; Royal Desserts (Bates), day and night minutes, eight weeks, starting 18 Sep- 
temher; Blue Bonnet Margarine (Bates), minutes, 20's, 13 weeks, as of 28 August; General 
Food's Yuban and Maxwell House Instant (B&B), 20's and I.D.'s. 

Alka Seltzer (Wade) is lining up night prime minutes for 17 September start. 

For tv network affiliates the prospects moneywise during the 1961-62 season 
aren't of a nature to inspire much jubilation. 

In random conversations with station operators SPONSOR-SCOPE has gathered the im- 
pression that their lot is becoming increasingly complicated and worrisome. 

Among the things that are giving them concern: 

• The fact that the networks are loaded with unsold segments of nighttime par- 
ticipation programs — all of which they must carry nevertheless — forecasting a further 
reduction in revenue from the networks. 

• Whereas the fall outlook for spot is quite promising, the tv station's competitive status 
has undergone a considerable change. It must learn to sell against other hard-press- 
ing media, like magazine regionals and radio, and gear itself for better salesmen and 
sales promotion. 

• How to adjust the pressure from the FCC for more public service progaming to 
the station's fixed cost, not to mention the various creeping expenses. 

Robet Hall Qothes (Arkright) may have found a way to soften the big hike in 
SAG's wild spot code: it plans to go back to tv, if only in a limited way, as part of its 
August-September promotion. 

Last spring Hall pulled out of tv altogether, explaining that it couldn't carry the added 
load in commercial costs entailed in the new SAG terms. 

As usual, the Hall flights — a bigger one comes in October ^ — will make use of over 300 
radio stations. 

If you've wondered how come P&G, in contrast with its competitors, is able to 
steer an even and stable course on media policy over the year, it's because it oper- 
ates along the lines of a firmly grooved procedural system. 

Room is left for tactical decisions, but no move is ever made that obscures the planned 
out strategy that is the hallmark of a P&G campaign. 

The grand pattern that governs P&G media control: 

• Before any one at the brand or agency level may embark on piece of media strategy, 
the P&G management demands that it be furnished a clear cut statement of ob- 
jectives. 

• The statement must stipulate what basic network and spot schedules it has in mind. 

• If the statement meets with management's approval, that becomes the strategy that 
must be followed. It can't be changed, unless approval is forthcoming, and that is some- 
thing that with few exceptions is hard to get. 

In sum, by setting the mold, changes from month to month are stymied, and no 
element of confusion can enter the picture as the camapign seeks its objective. 
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If yoli as an agency are asked by a elicnt wliat the ratio of film to live will he 
for the regularly selieduletl nighttime program on the tv networks this fall, tell 
him it will run well over 80% for film. 



The ratios by individual network will break do^ra thus: 






NETWORK # FILM SHOWS (%) 


# ALL LIVE OR TAPED (%) 


# LIVE & FILM 


TOTAL # 


ABC TV 32(91%) 


3 (9%) 


0 (0%) 


35 


CBS TV 30 (77%) 


8 (21%) 


1 (2%) 


39 


NBC TV 23 (77%) 


4 (13%) 


3 (10%) 


30 


Grand Total 85(81.8%) 


15 (14.4%) 


4 (3.8%) 


104 


Note: In terms of hours the ratio comes out pretty much the same. There 


wiU be 61 



hours of all film as against 12^/2 hours of all live or tape and 3 hours of live & film. 

Six fall advertisers on the Roaring 20s had to make a fast deeision with re- 
gard to the network's plan to pre-empt the Saturday night spot 23 and 30 Septem- 
ber for the two installments of the Desilu speeial, the Assassination Plot at Teheran. 

The Roaring 20s advertisers were advised they could participate in the special and at the 
same price, but they would have to deeide within 24 hours. For a couple of them it en- 
tailed some debate, since they had already committed themselves to trade promotion and 
advertising in eonueetion with the regularly selieduled series. 

Purported reason for ABC TV rushing to get the special on at time: an international 
guess is that a summit meeting will break around that time as the elimax to the 
Berlin erisis and that the tv relation of the plot on the lives of Roosevelt, Churehill 
and Stalin will have most timely significanee and attraet an abnormally large audi- 
enee. 

Note: Because of comment by some of the admen involved in the pre-emption, the teaser 
in the opening installment will likely be elianged; they thought its violence could stand 
toning down. 



NBC TV has sold one that doesn't start until February: a seatter plan to Sun- 
sweet Growers (Long) wliieli will run five weeks and eost aouud §150,000. 

It's Sunsweet's first venture in the medium, having stuck previously to magazines. 

The scatter plan involves nine different nighttime shows, with the objective mainly 
nierehaudising to the jobber and retail trade. 

Henry Sehaehte's absorption into Unilever (see SPONSOR WEEK page 8 for de- 
tails) eame as no partieular surprise to that eonibiue's U. S. overseas eompetitors. 

Sponsor-Scope's 3 July issue notes the factors leading up to the Unilever move. 

ABC TV is exhibiting eliarts showing that during the week ending 15 January 
1961 it dominated in share of audienee (1) in the eouutry's bigger eounties and 
(2) among household heads in the age groups runuiug from under 40 and between 
40-54 years. 

The breakdown of nighttime network shares of hour by county size: 

COUNTY SIZE ABC TV CBS TV NBC TV 

"A" 41% 32% 27% 

"B" 35% 33% 32% 

"C" 30% 38% 32% 

"D" 29% 38% 33% 

Network share of hours viewed by age of head of house: 

AGE BRACKET ABC TV CBS TV NBC TV 

Under 40 41% 31% 28% 

40-S4 years 37% 35% 28% 

55 years & over 29% 38% 33% 
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SPONSOR-SCOPE continued 



ABC TV's scheduling of an Ernie Ford strip in 1962 may have given daytime 
programing the shot in the arm that sector of the medium has needed, as far as 
generating excitement among agency people is concerned. 

The reaction along Madison Avenue: now if the other networks also start scheduling some 
authentic personalities primed to carry the show and capable of doing the sell, we'll have 
something special to talk ahout to clients, instead of just cheap minutes, scatter 
plans and added discounts. 

A representative of FCC chairman Newton Minow has been visiting key agency 
tv v.p.s ostensibly to exchange viewpoints about program quality, network control, 
etc. 

One observation made by this Minow delegate has had to do with the dimensions of the 
profits garnered by tv stations, leaving the impressions that they have been running as high 
as 200 and 300%. 

The other side of this particular coin may be found in a report just issued by the NAB 
Department of Broadcast Personnel and Economics. 

According to this report, the profit of a typical tv station rose from 14.3% in 1959 to 
15.4% last year. 

Incidentally, in radio, the typical rise, before federal taxes, was from 7.6% to 7.7%. 

Deemed by some timebuyers as the tightest spot tv markets for the fall are 
Dallas-Fort Worth and San Francisco, each with four stations, mcidentally. 

One agency executive reported last week that he found himself badly stymied in trying to 
place a campaign involving §5,000 a week for each of these markets. There wasn't enough 
prime time. 

CBS TV apparently isn't going to let ABC TV monopolize the new "hot" pres- 
entation route for long: it has an elaborate one of its own coming up soon. 

However, CBS TV is closely guarding the presentation's thesis and bases. 

ABC TV last week put on the agency-to-agency rollers the first part of a Nielsen- 
researched study which matches the profile of the audience to the product purchase 
jjrofile network by network. 

The focus is on the cigarette field and the presentation seeks to demonstrate that ABC 
TV's major share of younger household heads has marked relationship to the pur- 
chase of the various types of cigarettes. 

Campbell-Mithun evidently makes it a practice of touring the timebiiyer on 
Northwest Orient Airlines to see what the competition is doing in the same mar- 
kets before confirming that client's new spot schedules. 

Ben Leighton, Northwest buyer, just spent a week in New York and the rest of his 
itinerary includes Chicago, Miami, Seattle. 

Which brings up a major marketing problem for the major jet lines: they've got a 
minimum of 100 seats to sell with each trip and getting those seats filled, with or with- 
out competition, requires a steady flow of different sales promotions. 

Mars, Inc., is taking a tack on a Halloween special on ABC TV (19 October) 
that might be adopted by advertisers in other fields. 

One of the commercials in the hour show will be a strictly institutional pitch on 
candy per se — aimed as a contribution to the confection industry. 

The commercial will be made available by Mars afterwards to the candy trade for like 
tv use. 

For other news coverage in this issue: see Sponsor- Week, page 7; Sponsor 
Week Wrap-Up, page 60; Washington Week, page 55; SPONSOR Hears, page 58; Tv and Ra- 
dio Newsmakers, page 68; and Film-Scope, page 56. 
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WALB-TV 



DOTHAN 





PANAMA CITY 



WJHG-TV 



Albany - Tallahassee - Dothan - Panama City 



WITH EXCLUSIVE 




PROGRAMMING 



One buy, one bill, one clearance delivers four market areas with a com- 
bined population of 1,230,700 and 211,290 TV Homes! WALB-TV and 
WJHG-TV dominate this area! 



GRAY TELEVISION NETWORK 

Delivers 82,990 More TV Homes 
Than The Nearest Competitor! 
Raymond E. Carow, General Manager 




Represented nationally by Venard, Rintoul, McConnell, Inc. 
In the South by James S. Ayers Company 
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TAPE COMMERCIALS COVER U.S.A. ON NETS OR SPG 

on Scotch* brand Live- Action Video Tape ! 



Today your TV coininerrials on "Scotch" Brand Video Tape 
can reach the TV families in 126 top market areas . . . over 
90% of the potential market for any product! In the 1960-61 
season, "live-action" taped commercials have sold successfully 
ill practically every product category, e.g., foods, coffee, heer, 
toothpaste, cosmetics, soaps and cleansers, automobiles, gaso- 
line, appliances, etc. 

Network and spot coverage are both excellent. The three 
major networks have complete tape facilities that enable your 
message to reach every TV family within range of a net's 1.50 to 
200 affiliated stations. Spot coverage is virtually national and 
grows every day. All stations equipped for tape, located in major 
cities from coast to coast, will deliver your video-taped commer- 
cial. Altogether they cover more than 90% of all TV home.s on 



cither a legional or national campaign basis. 
Today's trend to tape and resulting volume of use 
reduced the cost of "Scotch" Br^umd Video Tape sigm'ficaii 
since its introduction, and has lowered the cost of making diij 
cate prints. Also, many "extras" such as station charges ' 
roll-in or playback of tape have been virtually eliminated. 
Any way yon look at it . . . the comprehensive marl 
coverage, the superior picture quality, the production advaiila? 
such as immediate playback and no processing (even for coin 
. . . today's video-taped commercial is a better advertising b 
than ever! Why not a.sk your local video tape producer to hid 
vour next storyboard? No cost or obligation. 
A\ rile for free eopy of "Techniques of Editing Video Ta[)( 
to: 3M Company, St. Paul 6, Minn. 



IVIAGNETIC PRODUCTS DIVISION 

]VIlNNESOTA ]V{lNING AND ]VIaN U FACTU R IN G COMPANY i ^Z 3V^^^l 
...WHERE RESEARCH IS THE KEY TO TOMORROW t^CSQ^S^ff^ 
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VTR-EQUIPPED STATIONS NOW REACH 
THESE 126 TOP MARKET AREAS... 
OVER 90% OF ALL U.S. TV HOMES!* 



\labama 

Jirmingham 

Montgomery 

krizona 
'hoe nix 
"ucson 

Arkansas 
.ittle Rock 

.\ Dorado — Monroe, La. 

California 
lal<ersfield 
lollywood 
OS Angeles 
lakland 
acramento 
tockton 
an Diego 
an Francisco 

olorado 

enver 

jonnecticut 

'artford 
ew Britain 
ew Haven 

orida 

icksonville 

iami 

lando 

ilm Beach 

insacola — 

Mobile, Ala. 

mpa— St. Petersburg 

('Orgia 
rtanta 
/igusta 
< lumbus 

ijwali 
l.inolulu 

I no:s 
( icago 
Ccatur 
Foria 
Fckford 



Indiana 

Blooming! on 

Evansville 

Indianapolis 

Fort Wayne 

South Bend— Elkhart 

Iowa 
Ames 

Cedar Rapids— Waterloo 
Des Moines 
Sioux City 

Kansas 

Pittsburg— Joplin, Mo. 
Topeka 

Wichita— Hutchinson 

Kentucky 
Louisville 

Louisiana 

Baton Rouge 
Monroe 
New Orleans 
Shreveport 

Maryland 

Baltimore 

Massachusetts 

Boston 

Greenfield 

Springfield— Holyoke 

Michigan 

Detroit 

Flint 

Grand Rapids 
Saginaw— Bay City 



Minnesota 
Duluth 
Minneapolis 
St. Paul 

Mississippi 
Jackson 

Missouri 

Columbia 
Kansas City 
St. Louis 
Springfield 

Nebraska 

Lincoln 
Omaha 

New Mexico 
Albuquerque 

New York 

Albany 
Buffalo 

New York— Newark, N.J. 
Rochester 
Schenectady 
Syracuse 

North Carolina 

Ashevllle 
Charlotte 
Greensboro— 

WInston-Salem 
Greenville 
Raleigh— Durham 
Wilmington 



if4ft|>$liape of£>^ 

OUjyJTY 

TV commercials 




North Dakota 

Fargo— Valley City 

Ohio 

Cincinnati 
Cleveland 
Toledo 
Youngstown 

Oklahoma 

Ada 

Oklahoma City 
Tulsa 

Oregon 
Portland 

Pennsylvania 

Altoona 

Lancaster— Harrisburg 

-York 
Philadelphia 
Pittsburgh 
Wilkes-Barre 

Rhode Island 

Providence 

South Carolina 

Charleston 

Florence 

Greenville— Spartanburg 

Tennessee 

Memphis 

Nashville 



Texas 

Amarillo 

Austin 

Beaumont— Port Arthur 

Big Spring 

Dallas— Ft. Worth 

Harllngen 

Houston 

Lubbock 

San Antonio 

Weslaco 

Wichita Falls 

Utah 

Provo 

Salt Lake City 

Virginia 
Norfolk 

Richmond— Petersburg 
Roanoke 

Washington 
Seattle— Tacoma 
Spokane 
Yakima 

West Virginia 
Huntington— Charleston 
Oak Hill 
Wheeling 

Wisconsin 
Green Bay 
Madison 
Milwaukee 

District of Columbia 
Washington 



:^jGr<>'\viii': ever> <lay ! A,* this advertisement ^veiit to pre.sp, the above list wa.s up-to- 
date and aeeurale. But by the time you read tliis, ebaiiees are, new V'l R stations equipped 
for television recording and [)layl)ack will have been addeil. So use this basie h'st for quiek 
refereuee, but l)e sure to elieck for any new and additional market coverage that has since 
become available, ('all your local tape producer for the latest information! 



MAGNETIC PRODUCTS DIVISION 

J^IHHifOTA ^{iNINC AMD H U F ACTU It I H C COMPAHT (^^{l^^fekll 

...WHERE KESEAItCH IS THE KET TO TOMORROW i^^^gS^^ 
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what's the sense 

in a 




the Charlotte TV MARKET is First in the Southeast with 651,300 Homes 

Building a fence around a city makes as much sense as using the 
Standard Metropolitan Statistical Area concept of market evaluation. 

Proving the point: Atlanta and Miami have SMSA populations of 
1,017,188 and 935,047. The Charlotte SMSA population is 272,111 by 

comparison . . , BUT the total Charlotte TV Market is first in the Southeast 
with 651,300 TV Homes.* 
Nailing it dov/n: WBTV delivers 55.3% more TV Homes than Charlotte Station "B."** 



COMPARE 
THESE 




S,E, 
MARKETS 





CHARLOTTE 
651,300 



MIAMI 
569,300 



ATLANIA 

549,800 



LOUISVILLE 
423,800 



NEW ORLEANS | 
379,400 



RICHMOND 
268,800 



lUBTV 



* Television Magazine— 1961 

•* ARB 1950 Coverage Study- 
Average Daily Total Homes Delivered 



CHANNEL 3 CHARLOTTE / jefferson standard broadcasting company 

Represented Nationally by Television Advertising T^y^R | Representatives, Inc. 
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PART ONE OF TWO PARTS 



WHEN WILL RADIO/TV 
CRACK THE SUPERS? 

^34 billion industry is bright opportu- 
lity for more radio/tv ad dollars — but 
expansion depends on approaches 

IVIost superinarkets, there are 25,000 from Maine to 
laliforuia, still regard most radio and television with a 
lundieed eye, a SPONSOR survey revealed last week. 

The supermarket industry spends approximately $200 
lilliou a year on advertising. Radio and television, treat- 
d like victims of halitosis, reeeive a widow's mite of this 
ast advertising expenditure — a lean 10 to 15*^1 while 
•^"wspapers derive from 65 to 70%. (Of the two hroad- 
K"-t media, radio is elearly the favorite.) 

The rest of the hudget is dedieated to general proiuo- 
on such as circulars, display posters, direct mail and 

agazincs. 

Hope, however, is held for the broadcast industry to 
crivc more business ultimately from the ever-expanding 
ipersonically-stylcd supermarkets of America. 

What is on the horizon for supermarkets is a vision of 
s.ch vast proportions that it staggers the imagination of 
l,e American consumer. Empire builders are also fasci- 
r.ted with the future mass merchandising possibilities of 
le supermarkets. 



Over $140 million spent 
yearly for 'tombstone' ads 
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«l>br>l> WiilimilM'i tUiUmi Willi A CWrrr Pic! 

Ausselmon's Sour Pilled 

CHERRIES " 

^'-»99- A^*« MMlar 3<*1 C«llu|> ••—19 

1^ ci^sMr" ai- *^<^ "3— -95- M«d br.i«j.*« 37 

»•>»■«> a-'-as- e»^»M>a-a9 *u^>»»^>« "-47 
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D.l.r«*.l 49 

u«^t»ii^ -—39- 

M.I. B.W — 39 ^ Ml* . — S7* i„., V 
M^.„',t,^ 99 3- 

• »w<* ia-*i 

^ii-va9- 

»^i<a-as 1^ I 
- - ^j "* a --37 fC- 

•^{"k*— — 4-*-*l ii«*4Ut *'-aS tti^ Btu <«hZ3 
D.i^-.— 3 — SS^ pJ^^m^n*, 43 wi-M 
^'*'*' — — 3-'-M ^ Mwi««rtff 69- 



CAKE MUXES' 




tfHMUW. 

-40' 




FULL COURSE 
DINNERS fst-z: 



n^nf PhcK, tt^mmmt, fi 

MORTON'S PIES 

MHwni* 2 --'S' ■!il!*.'_;:!7rtzr,..*-.z7'' ■»<»*■»•<**•«» 3---*1 
f?*"! 'i*"* 5~-79' nuKH mt' 5- ~79- iuAi iii 3~-69 
■•?5'?^. S--79 si!".*iS.r.!l_ *•.•:: 7.'. »«ntBo«i-. a~-79 
M*i * <ARR«Ti 6-79 «i*f PK*^"* 4-- 79- At#ARAC4;f — 2 •.-79 
MAHH jvKi 4'..79' SM^rn I. -49 oWhim 




Less than $20 million per 
year is spent in radio/tv 




Excellent results with 'image' producing show 
are obtained by 80-store chain sponsoring series 
on thrice-weekly basis over Station WNTA-TV. 
Marie Torre, the N.Y. Herald Tribune column- 
ist, is femcee of 'Women's Club of the Air' 
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A retail revolution of mammoth 
proportions is predicted by super- 
market industry leaders — a change 
that may turn today's already spec- 
tacular food supermarkets into col- 
ossal discount house enterprises. 

Meanwhile, radio and television, 
according to a survey of nine top 
marketing areas in the United States, 
are doing somewhat better in spot 
business from supermarkets. But in 
many areas the emphasis is still on 
"merchandising" deals — supermar- 
kets latching onto free national 
manufacturers programs in exchange 
for accentuated display space in the 
retail establishments. 

No two supermarket managers, or 
advertising directors, for that mat- 



ter, feei the same way about radio 
or television's effectiveness. Current- 
ly supermarket executives appear to 
be veering toward radio because it is 
regarded as a more flexible medium. 
The charge is made by some super- 
market leaders that tv, in many in- 
stances, is pricing itself out of the 
reach of the supers. 

The video lanes are used, by and 
large, to sell a food store's image 
rather than the price of beef or wa- 
termelon. 

Both A&P and Kroger, it appears, 
presently lean to television. Kroger 
is spending about 12fo of its 1961 
advertising budget on television and 
8% in radio. 

A&P was the top food chain adver- 



tiser on television last year. Its 
gross time billing in 1960 on tv came 
to $1,631,390 compared with Safe- 
way's Sl,454,360 and Kroger's $1,- 
103,800. A&P has put emphasis on 
10- and 20-second announcements 
calling attention, in the main, to its 
private label and perishable items. 

Southern California supermarkets 
are concentrating on institutional 
messages in tv. In the Cleveland 
area, ad chiefs of large independent 
supermarkets as well as the chains 
are complaining about "the high 
cost" of tv. "We no sooner open our 
mouths than we find we have run up 
a bill equal to that for a big hunk of 
space in the newspapers," one super- 
market man complained. 





New supermarkets such as these regal palaces — more 
than 2,600 were built last year— call for heavy expendi- 
tures and one way of recouping the large outlays, as 
the broadcasting American industry has made it 




abundantly clear, is through merchandising features 
such as WCBS Radio's 'Housewives' Protective League' 
and WNBC Radio's 'Chain Lightning Plan.' Lorain Faw- 
cett of Allcolor Co. designed these supermarkets 
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Asked wlial media they \vould re- 
tain if lliey uere forced to cut back 
on tlieir ad budgets, Cleveland super- 
marketers said the) would scuttle 
virtually everylliiiig but newspaper 
space. Their major reliance is on the 
Wednesday or Thursday ads in local 
newspapers, it appears, and it will 
lake considerable resourcefulness on 
the part of tv and radio salesmen to 
eon\ iiiee them other\vise. 

In St. Louis, press space comes 
first. On occasion, radio is used be- 
cause of its flexibility and, \vith sea- 
sonal items, several good success 
stories have been racked up. The 
most effective way to reach the Ne- 
gro market in St. Louis is by way of 
radio. It seems that display space 
ill Negro ne\vspapers produce poor 
results when racked up with radio. 
Tv in St. Louis, as in some other 
:ities, is described as too expensive 
for most supermarkets. 

In Philadelphia, super advertising 
Budgets range from even to 10% uj) 
)ver 1960. Kroger's 60 stores in the 
.ndianapolis sector, are using tv ex- 
ensively, equalling last year's budg- 
't. Radio and tv budgets were dras- 
ically sliced in Cincinnati last year 
ind e\ idenlly most supers there pre- 
er it that way. Kroger is one of the 
BW in Cincinnati, it \\as reported, 
I'ilh increased use of tv and radio, 
n Seattle, the picture for radio and 
V is brighter this year. Tradc\vell 
tores, IGA Stores, A&P, Safeway, 
hriftway and Ser\e-U are among 
le supermarkets making daily use 
f daytime radio and nighttime tv. 
afeway is concentrating on radio 
)ots in the Salt Lake City area as is 
rand Central. 

The radio canvas in the sprawling 
etropolilan area of New York and 
ew Jersey (one of the most com- 
ex distribution patterns in the 
)uiilry with its more than 20,000 

(•ocer)- stores including more than 
000 supermarkets) is of a consid- 
ably brighter color for the upcom- 
g months. Co-Ordinated Marketing 
jency. Inc., one of Gotham's spe- 
ilists in supermarket advertising, 
dicated last week that radio was 
'ing to have a more important part 
the radio ad budgets of food stores 
d food makers. Newspapers \vould 
! used for pricing data and radio 
r inslilulional advertising. Safe- 
' y Stores, Dailch-Sbop\vell and 



Ehlers Coffee contem])lale saturated 
radio schedules in the near future. 
jMosl of these companies. Lester I^. 
Wolff, president of the agenc\. said, 
were heavy in newsj)aj)ers and 
point-of-sale but had decided to go 
into the broadcast media with more 
imjiaet on this occasion. Radio will 
get twice the amount of business it 
got last year, according to Wolff. 
Tv, however, would not gel any 
budget increases this )ear, he added. 

Perhaps the oldest supermarket 
sponsored ])rogram in lele\ ision is 
Between the Lines on WNTA-TV, 
Newark- New York, now in its LSth 
year and doing what is described as 
a hangup job for Associated Food 
Stores, a coo])crali\'e of some 
stores in the metropolitan area. It is 
a public service feature, with the 
aforementioned Wolf! as moderator, 
and primarily designed to boost the 
Associated Food Stores image rather 
than their prices. The program has 
presented many of the nation's lead- 
ers including President Kennedy and 
Vice President Johnson. Since its 
inception the program has been off 
the air only twice, an unnsnal record 
in broadcast circles. Wolff said Be- 
tween the Lines costs S2..500 per week 
to prodnce. time and talent included. 

Another supermarket offering, also 
of public service calibre under the 
Wolff aegis, is the W'ontans Club of 
the Air on WNTA-TV, a tbriee-\veek- 
ly program with "Marie Torre, N. Y. 
HeraJd-Trihune radio-tv columnist, 
as mistress of ceremonies. It is 
sponsored by Dailch-Shopwell, a 
chain of 90 supermarkets in the 
metropolitan area. Daitcb-Shopwell 
had gross sales of S91.000.000 in 
1960. Like other snpermarket chains, 
it is contemplating additional open- 
ings in the near future. 

Anjone who knows his groceries 
will tell you that the supermarket 
saga is one of the most gah anie and 
spectacular in the history of retail- 
ing. Supermarket scholars say that 
grocerv store self-service was in- 
\ ented by Clarence Saunders of Pig- 
gly Wiggly fame. It was Saunders 
who face-lifted what the industry de- 
scribes as the "Mom and Pop" type 
of grocery store, a diminishing ob- 
ject of mau\'e decade Americana. 
With the disaj)pcaranee of the gen- 
eral store and the ad\'enl of the 
sui)ermarkel went the smell of lealb- 




'Perhaps it will take color-tv to do 
job' declares Max E. Buck (above) 
NBC v.p. Both Buck and Martin 
Smith (below) partner in the Smith/ 
Greenland agency, decry total lack 
of imagination in supermarket ads 




'Radio can be used extremely well 
to transmit personality and image of 
the supermarket," says L. L. Wolff, 
pres., Co-ordinated Marketing Agency 
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MERCHANDISING COM- 
MITTEE: Chain sales ex- 
ecutives employ modern 
group planning administra- 
tive methods to analyze 
manufacturers' s t a t i s - 
tical finding, male recom- 
mendations for purchases 



Modern day Bazaars 
(Supers) get ribbing 



CUSTOMER CONVENIENCE: Complete 
dedication to consumer comfort creates in- 
genious shopping facilities. Shown here are 
popular "Super SIcooters" for speedy traffic 
flow in supermarl:et aisles 





COMMUNICATION: Latest electronic 
developments foster supermarket-custo- 
mer relationship through transmission of 
relaxing background music (such as 
Storecast "MusIq to Buy By") 



On its 15th anniversary in the supermarket industry, Storecast, which uses 
fm music, among other concepts to realize maximum sales potential in- 
side the vast food centers, published what it puckishly described as a 
'Supermarket Industry Review.' Storecast, with tongue firmly lodged in 
both cheeks, presented an illustrated lampoon of 'noteworthy develop- 
ments' since the inception of the supermart. It dealt with such themes 
as one-stop shopping communities, frozen food, trading stamps, impulse 
buying, trade associations, and, of course, the subjects depicted above 



er, the feel of calico, and the cracke 
barrel. 

The supermarket abolished thi' 
rigged scale, the dirty apron, anc 
the faded strawhat. Today the su 
permarket is as contemporary as £ 
Mondrian. 

But, nonetheless, supermarkets an 
beset with myriad problems and com 
plaints. High on the list of indict 
ments against most supermarkets i; 
the maimer of their advertising or 
the air and in the newspapers — par 
ticularly the latter. Supermarkets 
have been called more names thai 
the old Brooklyn Dodgers because o 
their sledge hammer approach to ad 
vertising. 

Medieval, primitive, dismal — thes( 
are some of the terms applied to tin 
"cemetery" or "tombstone" ads o 
supermarkets in the newspapers. I 
is no secret in advertising circles tha 
many retailers make a whoppinj 
profit from the cooperative ads the) 
place in newspapers. In many in 
stances they charge the national foo( 
manufacturer a national rate for hi; 
"tombstone" plug and in turn pay i 
local rate for the insertion. Coopera 
tive advertising has been describe(' 
as a swindle, an outrage, but thi' 
practice continues and nothing shor 
of a hydrogen bomb will do awaj 
with this setup between manufactur 
er and supermarket. 

Max E. Buck, a vice president o 
the National Broadcasting Company 
and formerly vice president in charg( 
of sales and advertising for Kingi| 
Super Markets, a 25-unit chain ir 
Northern New Jersey, has constantly 
called his onetime associates in thf 
supermarket business to task foi 
their hackneyed advertising api 
proach. 

"Here it is, the miracle of thf 
supermarket, a business packed with 
Pflamour and human interest and 
emotional appeal," Buck said. "The 
most imaginative way of doing busi- 
ness in all history of retailing — and 
run by the dullest bunch of people 
in the world. Not dull when they! 
conceive those marvelous, magnifi- 
cent food palaces. Not dull when 
they dream up exciting services and 
new conveniences for the little lady. 
Not dull when they devise ingenious 
ways of bringing to the home-maker 
the world's food treasures — faster 
(Please turn to page 49) 

i 
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DELIBERATING on radio strategy are Harry Taxon, gen. mgr., Daitch Shopwell chain, and Hilda 
Morse, account supervisor. Co-ordinated Marketing Agcy. They find institutional copy best for radio 



WHAT RADIO CAN MEAN TO SUPERMARKETS 



RADIO BRINGS GROCERIES TO LIFE 



Safeway, Daitch Shopwell reap benefits 
of institutional approach to radio; promote 
services, personality, leaving price to print 



nut 

%J se radio as ranio, not as new s- 
paper." 

Tliat s tlie adamant advice of an 
igeiicy president to food and other 
jCtailers. According to him tiiey don't 
^ise radio enougli. and when they do, 
t's too often an extension of the 
lewspaper advertising- — nearly all 
|)rices, little or no ii\ e copy. 

If tiiere must be ads de\ oted almost 
mtirely to price, newspaper is tlie 
jnedium best for retention by t])e con- 
umer, he feels, while radio's job 
.hould be more along institutional 
ines, i.e. promote the store's ser\ ices, 
uild its departments, put across its 
ersonality. "Instead, many iiierel}- 



send a lengthy list of |)rices off to the 
stations carrying their advertising, 
and settle for slock c()|)\ lo fill wliat- 
ever time remains after |)rices lia\e 
been rattled off."" he relates. 

This spokesman for u|)grading the 
radio te( hni(|ue< of grocers and other 
retailers is l,e>ler L. W'olIT, president 
of Co-ordinaled .Marketing Agenc}. 
\vliicli handle!- the adverli>iing of 
near!) 20 food chains. He firmh be- 
lie\es that in this daj' and age |)rice 
is not enough lo build a store's tradic. 
Price listings in the iiewspa|)ers ran 
attract attention, but to do a tliorougli 
job of drawing and holding custom- 
ers, institutional ad\erlising is \ital. 



and radio is the appropriate medium 
for that, according to Wolff. 

Co-ordinated builds 52-week radio 
cam|)aigns in the New York metro- 
])oIitan area for the Safe\\ay and 
Daitch Slio|)well supermarket chains. 
In both cases the copy ajiproach runs 
primarily along the lines of an insti- 
tutional campaign, with |)rice playing 
a small part. 

Eacli chain hea\ ies up its radio e\- 
|)osure for '^wo or three large sales 
])er )ear. During the two or three 
weeks of extra Iiigh-powered radio 
with, which it \mls over each large 
sale.i; Safewa> S|)ends 10-15 times as 
nmcli on the medium as it does o\er 
a normal period. F"or instance during 
a big i)ush last 15-17 March, 233 
Safewaj announcements (lO's, 20's 
and SO''^) were aired o\er a 10-?.iation 
lineup. (W'lXS. WABC. WCBS. 
WMGM. WMCA. W\HC. W'VAT. 
WQXH. won. all Xew- York: and 
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WPAT, Pateison; and WNTA, New- 
ark, both New Jersey) 

For Safeway, ami Daitch Shopwell, 
virtually all radio spots are concen- 
trated ill the Wednesday through Fri- 
day period, to conform with the heavi 
est shopping days. 

In terms of results. Wolff feels that 
while it's difficult to do any pinpoint- 
ing when you run a primarily insti- 
tutional campaign and there is news- 
paper advertising at the same time, 
nevertheless, the favorable outcome 
of the big sales is most indicative of 
radio's pulling power because radio 
is heavied up for those events while 
the print remains at about the usual 
volume. Wolff points to Safeway's 
plan to field a still larger radio cam- 
paign this fall (about 20% of the 




ANDRE BARUCH, seasoned announcer, 
personaKies the Daftch Shopwell radio mes- 
sage, building individual departments, services 




WILL JORDAN imitated several show busi- 
ness personalities for humorous drive 
tieing Safeway to voices familiar to public 



budget) as indication ot what kind 
of results the medium is producing. 

Over the past two years, Daitch 
Shopwell, which uses an average of 
five stations in New York and vicini- 
ty, has called on the seasoned radio 
voice of Andre Baruch to project its 
image, promote its various depart- 
ments and certain of its exclusive 
products. As Baruch puts it, "Daitch 
Shopwell uses warm, rich, dignified 
copy, the type you'd expect to find in 
a national campaign instead of the 
usual screaming stuff many super- 
markets use.'' 

Here's an example of what Baruch 
is talking about, part of a recent 30- 
second announcement, and not a 
word about price: 

"Men, does summertime call out to 
you with a challenge to bigger and 
better cookout . . . Daitch Shop- 
well, your quality supermarket, urges 
you to start with a savory, succulent. 
Swift's premium, tender, aged steak. 
. . . And only Daitch Shopwell has it, 
along with young lamb, for your 
shish kebab, cubed and ready for the 
flaming sword. So, en garde! Re- 
member, the best cook-outs start at 
your community Daitch Shopwell 
supermarket." 

The pattern has been to make about 
20 such announcements per month, 
a pace usually associated with na- 
tional campaigns, points out Wolff. 

Stations carrying Daitch Shopwell 
announcements: WNBC, WOR. 
WCBS, all New York City; WHLI, 
Hempstead; WFAS, White Plains. 
Wolff feels that independent stations, 
especially in small communities are 
especially appropriate for carrying 
food advertiser announcements. He 
finds that often they are more cog- 
nizant of local happenings, than net- 
work affiliates, and since supermar- 
kets are a local service they belong 
on such stations. Parenthetically he 
added that in his opinion network 
affiliates, especially the New York 
flagships, ought to get more involved 
in the local area's affairs. 

For one of its giant sales, Safeway 
staged a radio campaign designed to 
place the stores on a similar level of 
familiarity for listeners as a number 
of well known show business person- 
alities. Comedian Will Jordan cut 
countless spots in which he imitated 
such universally significant voices as 
those of Groucho Marx, James Cag- 



ney, and many others, all calHng on 
the radio audience to, "Listen to the 
sound of savings." In each case this 
would be followed by a dropping of 
coins and the echoing words Safeway 
. . . Safeway . . . Safeway, progres- 
sively softer. 

Then followed general news of the 
current big sale of Safeway brand 
merchandise. Campaign included 
eights, 20's, and 60 's. Such elaborate 
production by a local advertiser for 
a campaign lasting a week or two is 
virtually unheard of, said Wolff. 

A series of commercials with a 
western flavor also has been aired on 
behalf of Safeway. One of the 20's, 
with room for a 10-second live insert, 
ran like this: 

Sound: Galloping horse. 

First voice: Which way did they 
go? 

Second voice: They went thata 
way. 

First voice: Which way did they 
go? 

Third voice: They went thata way. 

First voice: Whoaa, horse! Say, 
why is everybody going thataway? 

Second voice: Cause thataway is to 
Safe a way. . . . 

A 10-second announcement from 
the same group: 

First voice: Reach podner! 

Second voice: I beg your pardon! 

First voice: A www come on, reach. 
Reach for Safeway's own guaranteed 
circle "S" brands now at Safeway's 
round 'em up sale! 

Second voice: Why not? 

Ill looking at the supermarket's re- 
lationship with radio, Wolff expressed 
regrets at certain station practices. 
For instance, he states, "Radio, for 
the most part, has not recognized the 
grocery industry, i.e. it has not es- 
tablished local and national rates to 
accommodate co-op advertising." He 
feels that food manufacturers would 
make more generous provisions for 
radio co-op if such rate structures 
came about. 

Also on the negative side, Wolff 
laments the scarcity of programs on 
radio. 

An example of Just how deep a 
radio plunge a supermarket chain can 
take will be audible next fall when 
Safeway launches its greatly intensi- 
fied campaign in the New York area. 
This also furnishes a shining exam- 
ple of a satisfied radio customer. ^ 



32 



SPONSOR • 31 JULY 1961 





TWO METHODS of testing commercials involve audiences gathered for viewing. At left, members of the Institute for Motivational Research's 
consumer panel view ads at the "Living Laboratory." At right, a somewhat larger audience answers Schwerin questionnaires at Avon Theatre 



8 FIRMS THAT TEST TV COPY 



^ Here is a rundown of the services, methods, theories, 
basic fees of the 8 major tv commercial testing outfits 

1^ Clients include agencies and advertisers with slight 
stress on latter group. Pre-testing is gaining momentum 



I he area of testing tv commercials 
is a growing one as more and more 
jadvertisers want to know exactly how 
^heir messages are hitting home, and 
A'here they may be missing the sales 
aoat. 

Pretesting in particular has been 
gaining ground at the research 
louses. "Advertisers are getting 
vise," one New York researcher 
•aid. "They want to protect that big, 
at, expensive tv investment. They 
vant a little insurance." 

Who does the testing? Among the 
nost prominent are Institute for Mo- 
ivational Research, Schwerin. Mar- 
eiing Impact Research, Audits & 
iurveys, Starch. Gallup & Robinson, 
^rendex, and Psychological Corp. 

W\m orders the testing — agency 
ir client? There is a division of 
•pinion as to whose rcspon?il)ility 
ejling tv commercials is. Whether 



the agency or the client makes the 
decision, it is the client who orders 
most tests of commercials. 

Often, as a Starch spokesman 
pointed out, the agency order is in- 
stigated by the client. Starch orders 
come 60^ from clients, 40% from 
agencies. 

In the main, small- to medium- 
sized agencies are the major agency 
customers for these services. Most 
of the larger agencies, such as Ted 
Bales, have their own research divi- 
sions equipped for commercial test- 
ing. 

Agency opinion is as varied on 
the virtues of tv commercial testing 
as are the methods used from Starch 
to Schwerin. A spokesman for a 
leading creative shop in New York 
explained that his agency "doesn't 
worship testing coniniercials . . . We 
do letting as much as an\ one, but we 



don't use it as a crutch." 

And, generally, commercial testing 
is considered a worthwhile protec- 
tion of an expensive and precious 
investment. 

Among the methods of exposure 
and testing are (1) theaters, where 
roughly 200 people are gathered to- 
gether to view the commercials inte- 
grated into a half-hour show; (2) 
house-to-house interviews with pro- 
jecting machine; (3) coincidental 
phone calls: (4) phone calls within 
48 hours of telecast; (5) cutting-in 
of new commercials in several mar- 
kets on a network hookup; (6) work- 
ing with storyboards; (7) gathering 
small groups to view commercials in 
simulated living room situations, (8) 
closed-circuit s\ stems involving view- 
ing at home. 

The costs vary considerably. The- 
ater testing is claimed to be one i>f 
the least expensive methods. Storv- 
boards are also inexpensive because 
of the minimum production invest- 
ment. 

On cut-ins. the costs depend on 
the rating and time of the show, the 
sample size and the nuudicr of mar- 
kets, but this is considered the most 
expensive nietliod of pre-testing. 

An explanation of the varied meth- 



PONSOR • 31 JULY 1961 



33 



ods and services of the major com- 
panies follow. 

The Institute for Motivational Re- 
search, located far afield from Madi- 
son Avenue, and even far from the 
main highway in Harmon, N. Y. (it's 
set back about a mile off the road), 
developed the MRP or motivating 
response patterns about three years 
ago. 

The basic services of MRP, ac- 
cording to the Institute, are: 

• Measurement and scoring those 



patterns of response to commercials 
which motivate changes in brand 
preference. 

• Pre-testing by defining major 
elements of emotional response to 
story boards, campaign themes, and 
appeals, using either film strips with 
sound track, closed circuit or rough 
kinescopes. 

• Tests and analyzes which fac- 
tors in each commercial produce 
consumer patterns of response or 
resistance. 



MRP is based on a battery of 
seven tests, three of which provide 
quantitative and documentary data, 
four of which probe qualitatively 
and in depth the underlying mean- 
ing of viewer response. 

The tests are conducted in what 
the Institute's founder and president 
Dr. Ernest Dichter termed the "liv- 
ing laboratory." It is a simulated 
living room setting where consumers 
from the Institute's family motiva- 
tion panel, about 2,000 people, drawn 



I 



Highlights of the methods, services, and fees of the major 



COMPANY: 
LOCATION: 
SERVICES: 



METHODS: 



COSTS: 



COMPANY: 
LOCATION: 
SERVICES: 



METHODS: 



COSTS: 



Gallup-Robinson 
Princeton, N.J. 

Tv impact reports. Viewers under nor- 
mal viewing conditions are questioned 
on commercials and sales messages. 
Analysis of unaided recall content pro- 
vided. Periodic "clinics" held for cli- 
ent. Pre-test service involves theatre 
for initial exposure and phone inter- 
views following day. 
At-home personal interviews day after 
telecast following up viewing under 
normal conditions. Theatre audience 
used for initial exposure in pre-testing, 
with follow-up phone interviews the 
next day. 

Vary according to client's needs. 



Institute for Motivational Research 
Croton-On-Hudson, New York 
Reports on the effects of a given tv 
commercial, through a method called 
MRP (motivating response patterns), 
which measures responses to commer- 
cials which, among other things, moti- 
vate changes in brand preference. 
MRP (see above). Between 10-20 re- 
spondents, drawn from the Institute's 
2,000 member panel, view a program 
and integrated commercials, and are 
interviewed and have open discussions 
with qualified researchers. Simulated 
living room setting is used. Viewers 
watch programs and commercials on 
normal-looking tv sets. 
Single commercial, $1,750; comparative 
testing of three commercials, $4,500. 



COMPANY: 
LOCATION: 
SERVICES: 



METHODS: 



COSTS: 



COMPANY: 
LOCATION: 
SERVICES: 



METHODS: 



COSTS: 



Marketing Impact Research 
New York City 

Pre- and post-testing. Measures recall 
and content, attitude information. Tests 
effects of new commercials; penetra- 
tion of commercials already running. 
Adapts interviews to specific client 
needs. ^ 
House to house interview, with port- 
able projecting machine which shows 
eligible respondent an 8-15 minute film 
including commercials in question. In- 
terviews are conducted before and 
after film is shown and may run as long 
as 40 minutes. Tape cut-ins in limited 
number of markets with phone inter- 
views within 90-minutes of telecast. 
Vary with specific job. House to house 
projector test runs from $8-12 per in- 
terview. 

The Psychological Corporation. 
New York City 

Reports on indications of interest in 
commercial and attitude toward prod- 
uct secured. Detailed analysis of re- 
sponse provided. Pre-test service in- 
cludes showing of test and control ' 
commercials to small groups. 
Viewers under normal viewing condi- 
tions questioned day after telecast bv 
telephone interview. Pre-test service 
involves phone interviews to people to 
whom the test and control commercials 
were shown at a gathering place. 
Unavailable. 
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from nearby communities, watch 
programs antl commercials flashed 
by a rear view projector onto a stand- 
ard tv screen. 

The Institute's main theory is that 
the effect of a commercial upon a 
viewer is more important than the 
number of viewers watrhing a par- 
ticular message. 

There is a great deal of stress 
placed on in-depth discussion with 
the viewers after the screening. These 
sessions are taped and transcribed. 



Srhwerin Research is considered 
the king of the studio testers. 
Schwerin has done such tests for 15,- 
000 connnercials (up to 1960). Over 
1.2 niillioii people have ])artiei])ated 
in the tests. 

Schwerin gets its audience hv ran- 
dom mailing in the greater i\ew York 
area. Theoretically. e\erv IVew York- 
er will hear from Schwerin at some 
time within a 20-} ear period. 

The mailing consist* of an invita- 
tion to a viewing with a chance to 



win a door ])ri/.e at Srh\verin'=i A\on 
Theatre on Sixth Ave., and a pair ' 
tickets to the showing. 

The door prize is usually a >i/.al)l( 
amount of a product (SIO worth of 
tootli])aste or breakfast food), made 
large enough so that tlie brand ])ref- 
(!renee rhoiee will be carefully 
thought out. The audif'nee makes 
its brand choice for a drawing be- 
fore the sliow, and again after the 
\ iewing. 

(I'lcasc turn to pa^e 



research firms that pre-test and post-test tv commercials 



COMPANY: Schwerin Research Corp. 
LOCATION: New York City 

SERVICES: Competitive Preference testing In which 
Schwerin simulates a buying decision 
as closely as possible under controlled 
conditions, to determine whether or 
not a commercial is effective. 
\flETHODS: Theatre is used to exposure groups, in- 
vited by random mailing, to commer- 
cials. Audience fills out detailed ques- 
tionaire. Commercial measures include 
competitive preference, brand and com- 
pany portraits, brand name and copy 
point remembrance, and liking. Also 
group discussion. 
'lOSTS: Vary with clients needs. 



COMPANY: 
.OCATION: 
".ERVICES: 



1ETH0DS: 



OSTS: 



Daniel Starch Assoc. 
Mamaroneck, N.Y. 

Qualitative copy research. "What com- 
mercial message means to viewer." In- 
terested in measuring comprehension. 
Majority in post-testing area, but pre- 
testing is done by advertiser cutting-in 
in some markets in his network with 
new commercials. 

Interviewing done by phone, within an 
hour after commercials are seen. Starch 
has 30 markets in which samples can 
be made. Six are usually used. 200 
completed phone interviews per proj- 
ect is average. 

Basic cost for one commercial, $500; 
for two commercials, $1,000; for three 
commercials, $1,150. 



COMPANY: 

LOCATION: 
SERVICES: 



METHODS: 



COSTS: 



COMPANY: 
LOCATION: 
SERVICES: 



METHODS: 



COSTS: 



TV Surveys division of Audits and Sur- 
veys Inc. 
New York City 

Reports containing summary of com- 
mercial recall, broken down to aided 
and unaided. Transcriptions of verbatim 
playbacks are also supplied. Reports 
also contain probed responses to what 
was said and shown in commercial; of 
points recalled which were of most in- 
terest to viewer; a storyboard of off-the- 
tube pictures taken every four sec- 
onds, and related audio. 
24-hour telephone aided recall. Approx- 
imately 100 male, 100 female viewers 
interviewed per report. Sampling done 
in 10 major markets. 
Reports available at open rate of $400. 
Discounts available starting with 10 or 
more reports in one year, or when more 
than one commercial is ordered on a 
single program. 

Trendex Inc. 
New York City 

Viewers questioned on commercials 
and sales messages. Some aid to re- 
call given. Recall content is reported 
verbatim. 

Telephone interviews made either im- 
mediately or as long as 48 hours after 
telecast. 

Charge depends on length of phone In- 
terview, sample size and market. 
Do not have fixed or published rates. 
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PAY TV— BUT IS IT CULTURE? 



^ Take a look at these ads for July attractions in 
that widely heralded Toronto Telemeter pay tv test 

^ For $1 per viewing (25^' for kid shows) culture- 
conscious Canadians are getting some pretty jazzy tv 



N oith of the border, up Etobicok 
way. they're testing out a brand nev 
art form. For slightly more than { 
year now, the lucky citizens of thi 
prosperous Toronto suburb havi 
been exposed to the cultural bless 
ings of pay tv which, say its adher 




PRICE ^1.00 
10:00 P.M. CftlLY 



SPELLBOUND THOUSANDS 
KNEW HER NAME. ..BUT NOT HER SECRET! 



^Hfifce Baby 



IN A 
ROLE THAT 
SCORCHES 
THE SCREEN! 



MeRCEDES 



miDi-BiiE-K-em 

B06EH 

m 



JlWO 


SALOME 






IJENS 




ms 








10:00 P.M. CSJLY PRICE $1.00 



YOURSHOGKED 
EYES 
WILLSEEIT.,, 
YOURSrmED 

MINDWONT 
BEUEVEIT... 




mm 

STORYOF U PSYCHOTIC KILIER I 



A WORD OF 
WARNING! 

Please don't reveal 
the ending of this 
picture or your friends 
will kill yoa-IF THEY 
DONT.IWILU . 






PRICE $1.00 



SUNDAY SHCWN AT 4:40,6:30,8:20,10:1 
MONDAY, TUESDAY, WEDHESDAY, THURSDAY & 
FRIDAY 6:30.8:20,10:10 SATURDAY 
SHOWN AT 4: 40,6: 30,8; 20, 10: 10 

Taking a racy 
look at the space race 

"MAN IN 
THE MOON" 

KENNETH MORE 

SHIRtir ANNt riElD • MiCHAtl HOROEtM 



1^^ 




CHILDREN'S MATINEE 25c 

SATURDAY & SUNDAY SHOWN 
AT 1:30 P.M. ONLY 



A horribte enemy from 
the unknown slrtke* 
terror across 
Ih* earthl 



Enbmt 

He 

'\ 3feg\ FLIGHT TO 




BRIAN DONLEVY 
ND 

HIT 



5A 

JUNE 
29. 30. 
JULY 1. 



PRICE ?1.00 

THURSEAY & FRIDAY SHOWN AT 6: 
8:35,10:20 SATOHDAy SHOWN AT 
5: 00, 6:50, 8:35, 10:20 



50, 




The cast of the yearl The book of the 
yearl All the towering excitements of 
Stuart Cloete's exciting adventurel 

STOARY WHITMAN * JULIET PROWSE 
KEN SCOTT * RAYMOND MASSEY 
GERALDINE FITZGERALD 
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ents, will someday free a loiig-sufler- 
iiig public from tlie crass vulgarities 
of commercial television. 

For slightly more than a year, 
Etobicokeaiis have been cheerfully 
chucking sound Canadian dollars 
into Telemeter coin boxes for the ex- 
quisite pleasure of escaping the vast 
wasteland of Yankee programing. 

For slightly more than a year, they 
have been enjoying the finest that 
pay tv can offer. And, as any pay tv 
man will tell you, that's pretty darn 
fine. 

If you want proof, just look at 
Telemeter's program guide for the 
Tcriod 25 June to 8 July. 

Here, in a flashy 16 page folder 
.vith a slashing black and yellow 
over are 10 bard-sell ads for upcom- 
iig Telemeter attractions. 

Pay tv's contributions to Toronto's 
)ublic interest, convenience and ne- 
■essitv during late June and early 
uly included: Can Can (All the 
reat stars! All the great songs! All 
he great fun ! ) , The Trapp Family 
The happy, true and wonderfully 
plifting story of a beautiful girl 
■'ho left a convent to give her love 
■ a man), 6 Golden Hours (They 
ad a weakness for widows) as well 
s Homicidal, The Fiercest Heart, 
'ngel Baby, The Man in the Moon, 
nd The Secret Partner, each of 
'■hich set back a cautious, conserva- 
ve Canadian family $1.00 per view- 

And what healthy, educational, 
laracter-building fare (and only 
5(! per show, daddy) Telemeter gave 
oronto's tots. Children's matinees 
1 1 July and 8 July provided such 
plift double features as Last Wagon 
us On the Threshold of Space and 
kite Squaw plus Utah Blaine. 
Blockbuster of the Telemeter 
hedule, however, was The Second 
ity Revue which premiered on 6 
ily at a home admission fee of 
M.25. 

Second City Revue was billed sim- 
y as coming "From the same night 
tih in Chicago where Elaine May, 
ike Nichols and Shelley Herman 
tt won fame" — surely adequate 
• edentials for a buck-and-a-quarter 
lurge. 

So far. Telemeter has announced 
• grosses or viewing figures for 
)ronto's summer festival of pay tv 
Iture. ^ 



''STRIKE-OUT" SAM WINS 
NEW FRIENDS FOR RADIO 



A\ccording to Kansas City, Mo. 
radio station WDAF, you don't need 
a lot of gimmicks to win over new 
listeners. All that's needed is a small 
hoy in a baseball uniform. 

The station put this formula to 
work early this suninier, with its 
Strike-Out Sam contest. And on 
sandlots all around the city, pint- 
sized, aspiring Whitey Fords are bat- 
ting ill a record number of friends 
for the station. 

The contest is paying oil in other 
ways beside arousing station good 
will. For one thing, the contest 
brought out, as active participants, 
some 2,000 youngsters. The fami- 
lies of these small fry ball players 
are quite naturally then, taking a 
new interest in the sport. As a re- 
sult, more radio and tv dials in the 
area are now tuned in to tlie WDAF 
and WDAF- TV professional baseball 
games, the Kansas City Athletics. 

The station reports that requests 
for baseball schedules (a station serv- 
ice) have increased by some 20^ 
since the beginning of Strike-Out 
Sam. 

The advertisers who sponsor these 
Kansas City A games are happy 
about the whole thing, too. They 
can't ignore the fact that through 
this newly generated interest, their 
messages are getting more exposure 
mileage than was bargained for. 

General Finance Corporation, for 
example, which has SO^o sponsor- 
ship of the radio baseball broadcast 
schedule (Schlitz has the other half 
as well as half of the tv sponsorship) 
expressed its feeling like this through 
its assistant v. p. and ad manager R. 
R. Corwin: "WDAF-Uadio's Strike- 
Out Sam promotion is great because 
it promotes baseball activity among 
youngsters under proper supervision. 
And, here at GFC Loan, we like the 
way it involves the parents too. As a 
promotion to call attention to the A's 
play-by-play broadcast, it's a beauty 
— it reaches the entire family." 

Civic leaders and city fathers also 
hail the station promotion as a ma- 
jor public service project. They 




FROM ANY point of view — fhe eafeher's 
or pitcher's — it's obvious fhaf young Roger 
Twidell, one of 2,000 competing youngsters, 
is out after WDAF's Strike-Out Sam prize 




share Corwin's feeling that Strike- 
Out Sam has taken little boys (aged 
9 through 11) out of dangerous 
street games and into healthful su- 
pervised sport. 

The object of the contest was to 
find a strike-out champion. Young- 
sters were organized into teams (and 
equipped with suitable outfits). 

The winner gets to take a road 
trip with the Kansas City Athletics 
as guest of WDAF. ^ 
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ON NETWORK RADIO THIS FALL 



^ Despite curtailed programing, ABC, CBS, NBC, Mutual present wide variety ol 
offerings aud many rate plans. Advertiser buys are healthy for this time of year 



News, comedy, drama on net radio fall menu 






ALL TOTALED, there's quite a 
bit of variety on net radio this 
fall. Among them, ABC's long- 
time favorite, "The Breakfast 
Club" with host Don McNeil 
shown at top with Fran "Aunt 
Fanny" Allison; Mutual's soap- 
er, "My True Story" hosted by 
Tony Marvin (left); NBC's 
"Monitor," with Bert Parks 
holding the fort on weekends; 
and CBS's "Garry Moore Show" 
(that's Durward Kirby with 
Garry in the photo at left) 



■Uroadcasters are ready to serve uj 
a remarkably appetizing array o 
commercial programs for the fall 
And although that season is still sev 
eral collar-wilting weeks away, thf 
networks already report a long lin( 
of sponsors. 

At CBS, for instance, the populai 
week day program, the Garry Moon 
Show is all sold out as is Lotvel 
Thomas and the Netvs, Ifs Sport. 
Time with Phil Rizzulo, the ]err) 
Coleman on Sports show, and II 
weekend newscasts with commentary 
by Robert Trout and Allen Jackson 

The early bird advertisers here arf 
Oidsmohile for Lotoell Thomas; Men 
nen and R. J. halving it on Ws Sports' 
Time; while Mennen is splitting the 
tab with Liggett and Myers for Jerry 
Coleman Sports. The 12 weekend 
newscasts were grabbed up by Chev- 
rolet. 

Mutual sold its half of the 55- 
minute soap opera like drama — My 
True Story — to one national sponsor 
— the Beltone Hearing Aid Co. (The 
drama which is fed closed circuit to 
some 113 markets, is sold locally by 
the stations.) The local sponsor line- 
up for this popular soap-opera in- 
cludes a potpourri of advertisers 
which according to a Mutual spokes- 
man, "sells everything, except soap." 
They include dress shops, ice cream 
parlors, insurance, real estate, night 
clubs, department stores, banks. 

Although tear-jerkers of this type 
have long been a spoof target at 
least among the more sophisticated, 
the popularity of this emotion-wring- 
er seems to be spreading. According 
to a Mutual spokesman, in some of 
the top tv markets, the program is 
being slotted during prime night- 
time hours. Some opposite strong tv 
fare. (As examples, take WOR, New 
York City and WPEN, Philadelphia.) 

At NBC, its News on the Hour, a 
five minute commentary, is sold out 
also. The buyers: Metropolitan Life 
Insurance, Chevrolet, Liggett & My- 
ers, Standard Brands, Midas MufHer 
has one or two weeks participation. 
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Three of NBC's top sporls events 
have heen snapped up by Chrysler 
and Gillette. The features picked up 
by the duo are the World Series 
games (begiiiiiing time around the 
first of October), Rose Bowl foot- 
hall game, 1 January, and the Blue- 
Gray football event, 30 December. 

What then, is still available? For 
one thing, there's a brand new musi- 
cal variety show being offered by 
CBS. The show — a daily, Monday 
through Friday, segment, stars that 
popular comedienne Carol Burnett 
who, through her appearances on the 
Perry Coino tv show has latched 
on to a good following, and Rich- 
ard Hayes. The show will be ready 
for sponsorship 4 September. 

Available also on CBS are a few 
segments of Arthur Godfrey Time. 
The show has already lined up these 
advertisers: Hartz Mountain, War- 
ner-Lambert, Tetley Tea, Clairol, and 
Underwood Deviled Ham. 

Other CBS availabilities include 
Art Linkletter's House Party (al- 
ready on the books are A. E. Staley, 
Del Monte, Bristol-Myers, Burlington 
^lills and Kiwi Shoe Polish) ; a few 
units on the Bing Crosby-Rosemary 
Clooney Show (current sponsors: 
Bristol-Myers, General Foods and 
Keyser-Roth) . Also, a few units on 
Yours Truly, Johnny Dollar and the 
award • winning, spine - tingler. Sus- 
pense. 

The live concerts of the New York 
Philharmonic, which return to CBS 
Radio 30 September, are also avail- 
able. 

Other CBS programs with still 
some availabilities are the network's 
ten-minute newscasts on the hour 
featuring such newsmen as Richard 
C. Hottelet, Douglas Edwards and 
Ned Calmer; the Monday through 

« Friday News Analysis conducted by 
Paul Niven in Washington and 
■Mexaiider Kendrick in London; the 
network's Dimension features. These 
five-minute programs total 47 a week, 
aud the weekday schedule shapes up 
like this: Your Man in Paris with 
David Schoenbrun; In Hollywood 
whh Ralph Story; One W^omans 
Washington with Nancy Hanschman ; 
Personal Story (new personality each 
rtcek) ; Information Central with Al- 
^an Jackson; Sidelights with Charles 
Hollingwood. 

i' The Saturday Dimension features: 

I {Please tarn to page 51) 
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'iiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiii!! iiiiiiii 

Network radio rate card highlights 

ABC RADIO 

BREAKFAST CLUB 

Program charge: $300 each 
Commercial time: 60" 
Time charge: $900— $1,300 

FLAIR 

Program charges: $150 and $300 each 
Commercial time: 60" and 30" 
Time Charges*: $420— $1,100 

NEWS AND SPORTS 

Program charges: $100 and $200 each 
Commercial time: 1:15", 60", 30" 
Time charges: $360 to $1,100 



CBS RADIO 

Fixed position rates (time and talent) 
5-minute day units— $1,100 to $1,450 per unit depending on (1) number 

of consecutive weeks and (2) number of units per week 
2V2-minute day units and 5-minute evening units — $750 to $1,100 per 

unit depending on, etc. 
2V'2-minute evening units — $500 to $850 per unit depending on, etc. 

Run-of-schedule rates (time and talent) 

Package of 10 is now being offered for $7,000 gross 



MUTUAL RADIO 



I PROGRAMS: 

C Class "AA" $1950 

1 Class "A" 950 

Class "B" 750 

Class "C" 600 



-Z PARTICIPATIONS: 

fe "AA" "A" "B" "C" 

. 60" $650 $575 $480 $400 

- 30" 495 435 375 300 



DISCOUNTS 

Weekly dollar volume discount 



$ 2,000 to $3,999 2V2% 

4,000 to 6,999 5V2% 

7,000 to 9,999 10 % 

10,000 or more 12V2% 

Consecutive week discount 

13 to 25 weeks 2V2% 

26 to 38 weeks 5 % 

39 to 51 weeks 7 % 

52 weeks or more 10 % 



NBC RADIO 

5-minute segment (news) — $1,530 

5-minute segment (other than news) — $1,800 

Announcements: one minute: $1,350; 30 seconds, $1,000; six seconds 
$400 

Discounts: range from 21/2% to 121/2%, depending on weekly dollar 
volume. There are also annual dollar volume discounts going 
up to 20%. 

•Weekly dollar volume discounts: 3.20'1i on all Rates above ore for lOO'tf clearance on ail regultr 
8fllllate<l stations. If ccaranco falls below lOOCt, time charges are reJuceJ proportionately. 



1 AUG. - 29 AUG. NIGHTTIME 



SUNDAY 

ABC CBS NBC 


MONDAY 

ABC CBS NBC 


TUESDAY 

ABC CBS NBC 


1 

m 

ABC 


No net servic 


1 Love Lucy 

P. Lorillard 
various sponsors 
(L&N) 


Meet The Pres 

CO-OD 
I-L $6.50 


ABC News 
sust. 


No net servic( 




ABC News 
sust. 


No net servici 


No net servic 


ABC Nei 
tuat 








Walt Disney 
Presents 

(6:30-7:30) 
Balaton (GB&B 
Lehn & Fink 
A-r IM.0OI 


Twentieth 
Century 
Prudential 
(B-MeC) 
D-F 135.001 


No net Servic 


No net service 


D. Edwards 

News 
Amer Home 
(Bates) 
N-L S9 500t1 






No net service 

D. Edwards 

News 
Am. Home 
elt Goodyear 
(Batea) 
N-L $9.500t1 




No net » 


Huntley- 
Brinkley Rep. 
Texaco (tJAW) 
N-L $6.500t' 


Huntley- 
Brinkley Rep. 
N-L S0.50ut 


C&nada Vtj 

Metrecal 
(K&£) 


Lassie 

Gimpbell Soup 
(BBDO) 
»-F I37.00( 


Shirley TempU 
(7-8) 
Nabisco (Mc- 
C^nn) 
B-Nut Ute 
Saven (T&R) 
Dr-L 170.00 


No net servici 


No net service 




Focus on 
America 


No net service 

D. Edwards 

News 
Am. Home 
alt (Goodyear 
(reoeat feed) 




No net se 


D. Edwards 
News 

Amer Home 
(repeat feed) 


Huntley- 
Brinkley Rep. 

Teiaeo 
(repeat feed) 


Huntley- 
Brinkley Rep. 

Texaco 
(repeat feed) 


Maverick 

(7:30-8:80) 
Eilner Co (Y&B 
Noxzema (SS(3 
W-F I82.0OI 


Dennis The 
Menace 
Kellogg (Burnett) 
Best Foods 
(OB&B) 
S«-F 138.000 


Shirley 
Temple 


Cheyenne 

Ralston Gardner 
Mennen (Grey) 
Polk MlUer 
(N. W. Ayer) 
tl. Cerb. (Bsty) 
Brls-My L&F 
W-F 187.000 


To Tell The 
Trutht 
Am. Home (Bates) 
B.J. Reynolds 
(Esty) 
ScF S18.00( 


The Americans 
Block 
(7:30-8:30) 
Dow (N.C&K) 
Max Factor. 

$83.00( 


Bugs Bunny 
0. Fds. (B&B) 


No net service 


Laramie 
(7:3i>«.30) 
R. I. Reynolds 
(Esty) 
Beech-Nut 
(T&R) 
W-F |85.00( 


Hong Ko 

(7:30-8:31 
Kaiaer (Yt 
Armour (FCi - 
CJolemen (P 
Mennen ((3 
A-F 181 • 


Maverick 
B.J. B«ynoldi 
(BstT) 

Amour (FC&B 


Ed Sullivan 
(8-9) 
Colgate (Batoi) 
alt Kodak (JWT) 
V-L $85,800 


National 
Velvet 

Beiall (BBDO; 
Polaroid (DDB) 
Lehn & Pink 
(GMM&B) 
A-F I37.00< 


Cheyenne 
R. J. Roynolds 

(Ejty) 
P&G (B&B) 


Pete and Gladys 
Goodyear (T&B) 
Cemation 

(BWRB) 
Sc-F 137.000 


The Americans 
Mead-Johnson 
(K&E) 


The Rifleman 

P&G (B&B) 
W-F 138.000 


Father Knows 
Best 

Scott (JWT) 
Van Cemp 
(EWRR) 
Warner Lambert 
ScF $34,000 


Laramie 


1 

Hong Koi 

Lorillard (0 


Lawman 
B. J. B«yiioldi 
(Baty) 
Whitehell 
(Bates) 
W-F I41.00< 


Ed Sullivan 


Tab Hunter 
p. Lonllard 
(L&N) Weat- 
cloi (BBDO) 
Polaroid (DDB) 
Lehn & Fink 
(GMM&B) 
Dr-L $39.0«( 


Surfside 6 
(8:30-9:30) 
Bm & Wmsn 

Pontiac 
(MacIkU&A) 
J&J (T&B) 
Wbtball (Bates) 
A-F I87.6O0 


Bringing Up 

Buddy 
Scott (JWT) 
S«-F 135.000 


Weill Fargo 
Amer Tobacco 
B-Nut 
(SSCB) 
W-F l47,O0( 


Wyatt Earp 
Gen MIIIi (DF8) 
alt P&G 

(Compton) 
W-F 140,000 


Dobie Cillis 
PlUsbury 
(Burnett) 
alt 

Philip Morrit 
(Burnett) 
Be-F 137.000 


Alfred 
Hitchcock 
Ford (JWT) 
Revlon (Grey) 
My-F I65.00( 


Ozzie & Ht • 
KodU (jn 
Coca Cob 
(MiCann; i 
Be-F (41 i 


Tlie Rebel 

P&G (TAB) 
I/AM (D.F.S.) 
W-F 142.60 


C. E. Theatre 

Gen Eleetrla 
(BBDO) 
Dr-F 151.000 


St 7/2 
NBC Mystery 
Theatre 

Dumas-Mllner 
(Gordon Best) 
P&G (B&B) 
Ponds (NCK) 


Surfside 6 
Whitehall 
(Bates) 


Spike Jones 
Show 
Gen. Fds. (B&B) 
Sc-F $27,000 


Whispering 
Smith 
Werner Lamber 
Lehn & Pink 
(SMM&B) 
Polaroid (DDB) 
Ponds (NCK) 
Schick 


Stagecoach 
West (9-10) 
B & W (Esty) 
Miles (Wade) 
Mennen (WL) 
Lehn & Fink 
Colgete (Bates) 
W-F $87,000 


Comedy 
Spotlight 
Quaker Oata 
(JWT) 
P&G (Burnett) 
ScF 138. 00( 


Thriller (9-10) 
All State (Bur- 
nett) *. Glenbrook 
(DFS): Am. 
H. Curtit 
(K&E) 
Colgate (Bates) 


Hawaiian 1 
(9:30-10:91 
Carter (Bat 
Beediam (E. 
Mllea (Wai 
Mennen 
Mt-F m 


Asplialt Jungle 

Simoni2C 
Poli Miller 
(N. W. Ayer) 
Lebn i Fink 
Mennen (Grey) 
Beecham (K&E 
A-F 184.00 


Holiday Lodge 

Lever (SSC&B) 
Stete Farm 
(KL&B) 
AN-F $8-9.000 


NBC Mystery 
Theatre 


Adv. In Paradise 

(9:30-10:30) 
Nol2ema( SSC&B 
DuPont (BBDO) 
Lever (BBDO) 
A-F I92.90C 


Ann Sothern 
Show 

Gen. Fds. (B&B) 
Sc-F $21,000 


Concentration 
P. lyjrlllard 
(L&N) 


Stagecoach 
West 
EUlaton (Gardner) 


Playhouse 90 

(9:30-11) 
S. C. Johnson 
P&G (B&B) 
P. Lorn. (L&N) 
Bristol-Myers 
(T&R) 
Star-KIst (Bur) 


Thriller 

B-Nut Life 
Savers (T&R) 
Tobacco (SSCB) 
( (My-F |85.00( 


Hawaiian E 
Am. Oilil 
(BatM) 
Lorillard (0 
Lever (BBI 


Asphalt JungU 
American Cblcl 
(Ted Bates) 


Candid Camera 
Lever (JWT) 
► Brlatol-Myora 
(T&R) 
AuP-L 134.001 


Loretta Young 

Tonl (North) 
alt Warner Lan 
(Lam & Feailey] 
Dr-L 149,501 


Adv. In Paradist 
L&M (McC-E) 
J. B. Williams 

(Parkson) 
Whiteliall. Am. 
Chide (Bates) 


Clenn Miller 
Time 
LorlUard (L&M) 
G. Fdt (T&B) 
Mu $9,000 


Barbara 
Stanwyck 
Theatre 

Polaroid (DDB) 
Amer. Gas Co. 

(L&N) 
Dr-F 141,001 


Alcoa Presents 

Aleoa (FSB) 
Dr-F 138.000 


Playhouse 90 

$io.ooott 


NBC Specials 

(10-11) 
Various sponaon 
Project 20 
7/14 • 
Llpton (SSCB) 

7/11 
Purex (Weiss) 


Naked Cil 
(10-11) 
A. Chicle (Ba 
U.Cerblde (E 
DuFont (SB' 
My-F 185 


Editor's 
Choice 


What's My Line 
Kellogg 
All-State 
(Burnett) 

Q-L S32.00( 


This Is Your 

Life 
Block (Grey) 
Clalrol 
iuP-L $24,001 


Peter Cunn 

Bristol-Myers 

;dcss), r. J. 

Reynolds (Esty) 
My-F I39.00( 


Brenner 

P&G (B&B) 


The Accomplice 

Pure? (Weiss) 
(lO-U) 


No net service 


Playhouse 90 


Piirex Specie) foi 
Women (Welsa) 
8/1, 8/8, & 8/22 
(10-11) 


Naked Cil 
BrU.-.Mrer 
Bm * Wm 
W. Lambii. 
(L&F) 



0 SpeeiaU. 

The only regularly scheduled programs not listed are: Jack Paar, NBC 
TV, 11:15 p.m. l a.m., Monday-Friday, participating sponsorship; Sun- 
day Newt Special, CBS TV, Sunday, 11-11:15 p.m. The following are 
specials for this period. NBC TV: Purex Specials, 8/1, 8/8, 8/22, The 
■Cold Woman, The Working Mother, Mother and Daughter, respectively. 



A^encv: Weiss The Jimmy Durante Show, 8/9, Brewers Association, 
Agency: JWT. All NBC specials are from 1011 p.m. Costs not available. 
ABC TV All Star Football, 10 p.m. to conclusion, 8/4, R. J. Reynolds 
(Estv) and Carling (LFSC), $210,000. No specials scheduled on CBS 
TV. " ttCost is per segment. Prices do not include sustaining, partici- 
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COMPARAGRAPH 



:dne 

:bs 


SDAY 

NBC 


TH 

ABC 


URSDA 

CBS 


Y 

NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 


't service 


^0 net service 


ABC News 

sust 


io net service 


lo net service 


ABC News 

sust 


No net service 


<(o net service 


No net service 


No net service 


No net service 






^dwirds 
ews 
Iiie(Bit«i) 
S<r(B«tH) 
\ »9,600tt 




No net service 


D. Edwards 
News 




No net service 


D, Edwards 

News 
Parliament 
(B&B) 
alt Amer. Home 

(Bates) 
N-L $9,50Ott 




No net service 


No net service 


No net service 


Huntley- 
Brinkley Rep, 
Tmim (C&W) 
>J-L I6.60«tt 


PhlUp MoTTls 
alt Qoodyear 
(Burnett) 
■J-L $9,500tt 


Huntley- 
Brinkley Rep. 
rexaoo (C&W) 
f-L $6.500tt 


Huntley- 
Brinkley Rep. 
Texaco (C&W) 
<-L $6,500tt 


t servict 




No net service 


No net service 




No net service 


No net service 


No net service 


No net service 


No net service 


No net service 


.'dwards 

•ws 
J* Bomt 
llCtrter 
*it rmd) 


D. Edwards 


D. Edwards 

News 
Parliament 
alt Amer. Home 
(repeat Teed) 


Huntley- 
Brinkley Rep. 

Texioo 
(reoett reed) 


News 
Philip Morris 
alt Goodyear 
(repeat feed) 


Huntley- 
Brinkley Rep. 
Telaco 
(repeat feed) 


Huntley- 
Brinkley Rep. 
Texeoo 
(repeat Teed) 


1 

iiu Run 
n-8:30) 
Hi (LAN) 
r^s olher 
Visors 
' tar.ooo 


Wagon Train 

(7:30-8:30) 
Rerlon (Orey) 
tV-F 188,000 


Cuestward Hoi 
Ralston (QB&B, 
Gardner) 

Miles (Wade) 
Sc-F $38,000 


Suummer 
Sports 
Spectacular 
Bristol-Myen 

(DGS&S) 
Schlltz (JWT) 
$13,000 


The Outlaws 
S&W, PllUburr 

(C-Mlthun); 
7-F $88,000 


Matty's Funday 

Funnies 

Mettel 
(CersoD Roberti) 
Sc-F $10,000 


Rawhide 

Van Camp 
(EWH&R) 
Bracket (T&B) 
P, Morris (B&B) 
B-Myers (T&R) 
Coicete (L&N) 
W-F $80,000 


Happy 

B&W (K,M&J) 
;-F $28,000 


The Roaring 20'i 

Armour (FC&B) 
Mennen (Grey) 
Melrecel (K&E) 
Lchn & Fink 
Bron-n & 
Williamson 
Lanolin Plus 


Perry Mason 

(7:30-8:30) 
Colgate (Bate«) 
Parliament 
(B&B) 
My-F $80,000 


Bonanza 

(7:S»-8aO) 
P&G (BAB) 
W-F $78.0*0 


a'u Run 


Wagon Train 
B. J. ReTiioldi 
(Eity) 
Nifl Bbt. 
(Ut-E) 


Donna Reed 
Campbell 
(BBDO) 
•It 

Jobiuon A J 
(TAR) 
Sc-P $40,000 


Summer 
Sports 
Spectacular 


The Outlaws 
l-NutLireSaTer< 
TAR) ;War-I*m 
(LAF) : Colftte 
(Bates) 


Harrigan Cr Son 
Reynolds (Frank) 
CC-F $39,000 


Rawhide 
Keblsoo (Ma-E) 


1 Happy 
Family 

$12,000 


The Roaring 
20's 
Miles 


Perry Mason 
Sterling (DFS) 
Bracket (TAR) 
Moores (B&B) 


Bonanza 
segs ep«o 

Am.Toh. (BBDO) 


firman 
b(PC4B) 

n(B>t«i) 

t\ t30,00O 


Price Is Right 
Leter (OBM) 
a-L J22,500 


The Real 
McCoys 
P&O (COBptM) 

Sc-r $41,000 


Zane Crey 
Theatre 
6. C, Johiuoo 
B&B) P. Lorll- 

lird (LAN) 
V-F $45,000 
■rentier Justice 
St 8/3 


Bat Masterson 

(9/28 8) 
Sealtest (AVer) 
7-F $30,000 


Flintstones 
Miles (Wide) 
alt 

B. J. Reynolds 

(Bsty) 
CC-F $44,000 


Route SS 
(8:30-0:30) 
Chevrolet (OB) 
Sterling (DF8) 
Philip Morrlj 
(Burnett) 
A-F $85,000 


5 Star Jubilee 

St 5/12 
Massey-Fergu- 
son (NL&B) 


Le3V4 If To 
Beaver 
Balston (Gardner. 

GB&B) 
Colgate (Bates) 

SlUes (Wade) 
Sc-F $30,000 


Checkmate 
(8:30-9:30) 
Bra. & Wmso. 

(Bates) 
alL K. Clark 
(F.CAB) 
My-F $80,000 


Tall Man 
R. J. BoTMlilJ 
Block (SacB) 
W-F $3I,0*« 


/sel 
n< (B&B) 
'i IMS. 
(fB) 


Kraft 
Mystery 
Theatre 
Kraft (JWT) 

$18,000 


My Three Sons 
Chevrolet (C-E) 
Sc-F $49,500 


Cunslinger 
9-10 p.m. 
Block Drug 

(Grey) 
Brlstol-Myen 
(DCJS&S) 
W-F $87,000 


>achelor Father 
Whitehall 
(Bates) 
alt Am Tab 

(Gumblnner) 
Ic-F $38,000 


77 Sunset Strip 
(9-l») 
Am. Chide 
(Bates) 
My-F $S5,00« 


Route SS 


Lawless Years 

(5/12 S) 
alt B-Cnilrer 

(Comp.) 
Br & Wmson 
(KMJ) 

$8,000 


Lawrence Welk 

(»-10) 
D»dl» (Grant) 
J. B. WUllamj 

(Parkson) 
Mu-L $45,000 


Checkmate 
Bra. A Wmsn. 
(Bates) alt 
Lerer (KAE^) 


The Deputy 
Brlstol-Uren 
Geo. CIg. (TAR) 
W-F »Jt,»«0 


»Ut a 
Srit 

Ml (Blt») 

tn.MO 


Kraft 
Mystery 
Theatre 


Untouchables 

(9 30-10:30) 
Armour (FOB) 
LAM (Mc-B) 
Schick (Oompton) 

BItchle 
oiy*r j3u,uuu 


Cunslinger 


Great Chost 
Tales 

St 7/6 
Ford (JWT) 
ly $12,O0C 


77 Sunset Strip 
B. J. Reynolds 
(EsU) 
Whll»h»Il 

(Bates) 
Brylcreem 
(K&E) 


Adventure 
Theatre 

(Sust) 


Westinghouse 

Playhouse 
Westinghouse 

(McO-E) 
D-F $12,000 


Lawrence Welk 


Have Cun. Will 

Travel 
Whall (Bates) 
•It Lever (JWT) 
W-F $40,000 


The Nation's 
Future 


1 

I. Wl Hr 
W. 10-11) 

SJtMl 

Bj)0) 

' Itso.ooo 


It Could Be 

You 
r&O (B&B) 
Au-L $18,000 

The limmy 
Durante Show 
Brewer's Assoc 
8/9 (10-11) 0 


Untouchables 
niiltehell (Bates) 


CBS Reports 
alt 

Face the 
Nation 
(10-11) 
Bristol-Myers 
(T&R) 
jlptoD (SSC&B) 


Croucho 
Marx 

tlock (SSC&B) 

Tonl (North) 
luP-L $30,000 


Robert Taylor 
in The 
Detectives 
P&G 
(B&B) 
My-F $45,000 
8/4 .0(lOconcl.) 
All Star Ftball 


Twilight Zone 
L&M (McCann) 

Oolfite (McC) 
A P $36,000 


Michael Shayne 
(10 11) 
Oldsmoblle 
(Brother) 
lly-P $78,000 
Polaroid (DDB) 
Pondj (NCR) 


Fight-Week 
Gillette (Maion) 
EI Producto 
(ComptoD) 
Sp-L $45,000 


Cunsmoke 
LAM (DFS) •It 
6peTT7-Raad 
(T&B) 
W-F $4J,0O0 


The Nation's 
Future 


cle. heatre 

w 10-11) 

B .0) 
- j«80,0«0 


No net service 


Silents Please 
Camp, Quaker 
Miles (Wade) 
Balston Purina 
Consolidated 
Clear (WTLR) 

$14,000 
Block (Grey) 


CBS Reports 
alt 
Face the 
Nation 


<lo net service 


Law & Mr. 
Jones 

P&G (B&B) 
Ixirlllard (Grey) 
Mcirecel (K&K) 

Corn Products 
A P $41,000 


Pers. to Pers. 

Block Drugs 
(Grey) 
Carter (Reles) 


ilichael Shayne 
(Brother) Slai 
Factor (K&E) 
xirlllard (L&N) 
Doit (NCC) 


Make That 
Spare 
Brn. & Wmaa. 

(Bite«) 
Gillette (Mixon) 


No net service 


No net service 



paline or coop progrnms. Costs refer to average show costs includinj n Interview. (.11 JuveniU-, (LI Livp. (M) Mi-c , tMui Music, (Mj-) 

tal™t and production They are gross (include 15% agency comiiiiss.ion) . My>t,ry, (VI News. (Q1 Quiz Pnncl, (Sr) .-Situation (^onicdy, (.>^p) 

Tliev do not include commercials or Ima charges. Program typos nre -ijiort.-. (V) \ nri.iy. (\\) \\o<i.rii. t.No chareo for repents. L preccdinc 

, indicated as follows (A) Adventure, (An) Anthology, (Au) Audience liiii.' iiieiiiis hi-i date on air. followiiic ilnie means sianin^ ■\:iia for 

♦ participation, (C) Comedy, (D) Documentary, (Dr) Drama, (F) Film. new sliow or sponsor in time slot, tl'nee not available 
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SPONSOR ASKS: 



WHAT'S THE OUTLOOK FOR RATES 



IN THE NEXT SIX MONTHS? 



(PART 2: RADIO) 



Those replying to this week's 
question are: 

• Frank L. Boyle, Robert E. 
Eastman & Co., Inc., New York 

• James M. Alspaugh, H-R 

Representatives, Inc., New York 

• M. S. Kellner, The Katz Agen- 
cy, Inc., New York 

• Ben Holmes, Edward Retry & 
Co., Inc., New York 

Frank L. Boyle, salesman, Robert E. 
Eastman & Co., Inc., i\eiv York 

Rates follow two curves: 

• Supply and demand 

• Relative circulation values 

The next six months rates should 
remain predominantly static — nota- 
ble exceptions will be stations with 
demonstrable audience increases — a 
lesser number due to consistent lack 
of availabilities. 

The most probable single change 
will be an increased flexibility in rate 
cards — in total audience plans and 
incentives for saturation-type buys. 

Another predictable trend is the 
simplifying of rate card structures. 
The stations which we represent are 
constantly working to make their 
cards easy to buy from — while main- 
taining equal incentives for short- 
aiid long-term advertisers. 

More stations are tailoring their 
rate packages to fit current satura- 



The most 
probable single 
change iiill 
be more 
flexibility 
in rate cards 



tion use of radio — in keeping with 
current buying trends rather than 
the obsolete three spots a week buy- 
ing pattern. 

You can look for more stations to 
go to a single rate by incorporating 
r-o-s packages available for both 
national and local users. 





James M. Alspaugh, v.p., H-R Rep- 
resentatives, Inc., New York 
Tile trend for the last several 
months, and as it continues for the 
second half of 1961 among many 
H-R radio stations, is one of careful 
rate card analysis and a moderate, 
justifiable raising of rates where in- 



Trend is that 
of moderate, 
justifiable 
rate increases 
where homes, 
audience rise 



creased audiences and increased ra- 
dio homes indicate a change upward. 

Now radio is basking in the 
warmth of rising radio set sales. 

More radio sets mean more and 
more listeners. Improved radio pro- 
graming, too, is responsible for a 
sharp increase in radio audience. 
With this increase in radio audience 
and radio homes in mind, as we said, 
the trend at many H-R radio stations 
has been and will continue to be, to 
carefully analyze rate cards, and 
where it is justifiable, to raise rates 
moderately to conform to the in- 
crease in listeners. 

Another consideration is that many 
radio station operators feel, as we 
here at H-R do, that radio is general- 
ly an under-priced medium; it is sold 
too cheaply for the vast, ever-grow- 
ing number of impressions delivered. 
Every radio station is undeniably en- 
titled to place optimum value on the 
product it delivers. 

Of course, this does not mean that 
all radio stations deserve a rate in- 
crease merely because it is fashion- 
able. But, based on careful analysis 
of the swelling number of radio 
homes, competitive media pricing, 
competitive radio station pricing, 
"sold out" commercial schedules, and 
more rigid industry commercial 
standards — to name a few analysis 
considerations — those affected radio 
stations may raise rates to an equit- 
able level justifiably and fairly. 



This upward trend is a healthy one 
in the industry, and when exercised 
within the bounds of common sense 
and good business judgment, it por- 
tends substantial growth for the ra- 
dio broadcasting medium. 

M. S. Kellner, v.p. & radio sales mgr.. 
The Katz Agency, Inc., Neto York 
Radio is a better advertising buy 
than ever. I can't recall any previous 
period when so much was being done 
by station operators to improve the 
services, the entertainment values, the 
commercial effectiveness of radio: 
larger, more experienced news staffs 
run by professional broadcast jour- 
nalists are in operation ; there's more 
diversified programing to cater to 
wider segments of the audience; far 
more attention is being given to the 
selection of music; more stations are 
doing more to integrate themselves 
into the affairs of the community. It 



Move to single 
rate continues; 
also sharpened 
definitions 
of local and 
national clients 



all adds up to larger audiences and to 
programing that is more effective. 
But it is also programing that is 
more costly to produce; it will lead 
to gradually increased rates. 

The movement to a single rate card 
is continuing, and, where a single 
rate structure cannot currently be 
achieved, greater efforts are being 
made to refine and to standardize 
definitions of retail and national 
business. As a result, I look forward 
to more orderliness surrounding this 
aspect of our business, and a com- 
panion growth in the practice of ad- 
vertising agencies buying time 
through the representative, not only 
for "national" accounts, but also for 
those of their accounts qualifying, on 
the station's own ground rules, for 
other than the national rate card. 
(Please turn to page 52) 
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ROCHESTER, HEW YORK, Is An Area Of HOMES 




PHOTO BY WAMU'S PHOTOGRAPHIC Sf R 



and Evenings, from 6:00 to Midnight, 

MOST Rochester TV Homes Tune To CHANNEL 10"^ 



Also 

9 out of 10^ 

of Rochester's Top 
Favorite Shows Are 
Carried Over ^^10" 

^ Nielsen Rochester Survey; April, 1961 



And 

BOTH Surveys^^ 
Give Us TOP 
Over-All 
Evening Ratings 

Nielsen, April; ARB, March, 1961 



CHANNEL 10 



BASIC CBS 

ROCH 



AFFILIATE ABC 

N. Y. 



WHEC-TV 



EVERETT McKINNEY INC. 



WVET-TV 



THE BOLLING CO INC. 
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shortest 
distance 
between 
timehuyer 
and yoid 



TV 

BASICS 

a lerrific ad-buy 



OUT 28 AUGUST 



1 



Reps at work 




Eugene C. LUt, account executive, CBS Radio Spot Sales, New 
York, emphasizes "creative radio — it pays off handsomely. Here are 
just two examples of new accounts brought to spot radio by crea- 
tive presentations developed within our organization. First is a 
major steamship company whose image was represented dramatical- 
ly and colorfully in a specially- ... 
tailored, locally-produced program 
concept. Result of the audition — 
the advertiser purchased three 10- 
minute nighttime programs week- 
ly on 24 radio stations, including 
a regional network. A creative 
idea that clicked. A large and 
successful book publisher, after 
hearing a specially produced com- 
mercial taped by one of our sta- 
tions, placed orders in seven mar- 
kets — and is delighted with the 
campaign. Radio stations such as those we represent are fully 
equipped to write and produce program and spot ideas for a 
specific client. We are doing this with increased frequency. Impor- 
tant here is the fact that spot radio dollars are in effect 'created.' " 

Wendell B. Parmelee, Broadcast Time Sales, Detroit, sees "a 
creative challenge in radio for the copywriter. Painting vivid pic- 
tures with words and sounds takes real talent — this is an art. Mil- 
lions of dollars are spent many times on untested copy, and as we all 
know, the best media buy in the world depends largely on the right 

copy for outstanding results. With' 



this in mind, we at BTS have' 
formed 'The Copy Testing Group.' 
Five radio stations provide the 
advertiser with an opportunity for 
testing the popularity and accept- 
ance of a commercial before it is 
launched on a full scale campaign. 
Media buyers the country over are 
enthusiastic in their response to 
this idea. One buyer hit the nail 
on the head when he said, 'This 
could mean many additional dol- 
lars foi radio, providing the test is carefully analyzed as you assure 
us it is.' There's far more to this business than shagging avails andi 
buying by the numbers, and salesman-buyer relationships that de-j 
velop ideas such as the above are helping both the radio industry 
and the client. Buyers and sellers working together in close harmony 
in the common interest of the advertiser are indeed enjoying excit-* 
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tation on the move in tiie l\/Jarf<et on tiie move 

COMPLETE MOBILITY 
PUTS WTVT FIRST 



ON THE SPOT! 




WITH LOCAL- REGIONAL- NATIONAL NEWS AND ENTERTAINMENT 



WINTER HAVEN, FLORIDA, 
March 13-18, 1961. 
WTVT ORIGINATES CBS 
NETWORK PROGRAMS 

WTVT originated "The Garry Moore 
iShow" and two "I've Got a Secret" 
programs at the Florida Citrus 
'Exposition for the CBS Television 
Network. All three shows were re- 
corded with the ultra-modern facil- 
ities provided in WTVT's mobile 
videotape unit. 



KEY WEST, FLORIDA, 

April 17-21, 1961. 

WTVT COVERS CUBAN • 

INVASION 

Since all communications between 
Cuba and the United States were 
cut off during the recent rebel 
invasion, CBS Television News dis- 
patched WTVT's mobile videotape 
unit to Key West In order to record 
news from the Cuban Government 
television station CMQ in Havana. 



TAMPA, FLORIDA, May 4, 1961. 
WTVT COVERS 
ALBATROSS SURVIVORS 

After thg brigantine Albatross sank 
in the Gulf of Mexico, taking the 
lives, of six of its nineteen crew 
members, WTVT provided the only 
live coverage of the arrival of the 
survivors in Tampa. CBS Television 
News used the WTVT mobile video- 
tape unit to record the memorable 
scenes. 



SAVANNAH GEORGIA,- 
May 1113, 1961. 
WTVT ORIGINATES 
NBC NETWORK 
PROGRAMS 

The NBC Television Network chose 
WTVT to originate a portion of their 
"Here's Hollywood" program in 
Savannah. One outstanding reason 
for their choice was WTVT's mobile 
generator which allows the video- 
tape unit to record while in motion. 



TAMPA 

ST PETERSBURG 

Shown in whit* on 
map: 21 counties 
which constitute 
the territory cov- 
ered by WTVT. In- 
cluded (in color) is 
the populous Tam- 
pa Bey area. 



in a^^^k 

I*) 



OR QUALITY TAPE PRODUCTION 
lEARLY EVERYONE TURNS TO 



SHARE OF AUDIENCE 46.5% 

Latest ARB 9:00 AM-Midnight 

CHECK THE TOP 50 SHOWS! 



ARB 

WTVT 41 

Station B 9 

Station C O 

A.R.B., Tampa-St. Petersburg Metro Area. Mar., 1961, 4 week summary. 
N.S.I., Tampa St. Petersburg Metro Area, Mar., 1961, 4-week average. 



NIELSEN 

WTVT .43 

Station B 7 

Station C O 




Station on tiie move in tiie tViari<et on tiie move 



HtWKY TELEVISION SYSTEM, INC. WKY-TV<WKY-RA0IO 
(lahomaCity. Represented by the Katz Agency 



TAMPA-ST. PETERSBURG 



CHANNEL 13 
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National and regional buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Standard Brands, New York, is looking forward to two campaigns. 
The first is for Royal pudding which will go into the top 40 markets 
with day and night minutes beginning 18 September. This is for an 
eight-week flight. The second buy is for Blue Bonnet margarine, going 
into the top 40-50 markets with day and night minutes and chain 
breaks. The start is for 1 September, for 13 weeks. Agency. Ted 
Bates, New York. Buyer: Conant Sawyer. 

Waterman Pens, New York, will enter a campaign the end of July 
using day and nighttime minutes for eight weeks. They will go into 
seven Southeast markets. Agency. Ted Bates, New York. Buyer: . 
Jack Dougherty. 

The Nestle Co., White Plains, N. Y., will promote Nescafe in a 
campaign beginning 10 September. Time segments will be nighttime 
minutes, chain breaks, and I.D.'s. This will run until the end of the 
year in all east coast markets. Agency: Esty, New York. Buyer: 
James Scanlon. 

Corn Products, New York, will use nighttime minutes for Niagara 
Starch, starting 6 August for six weeks. Its going into an estimated 
30-40 markets. Agency: L&N, New York. Buyer: James Alexander. 

Miles Laboratories, Inc., Elkhart, Ind., will promote its Alka- 
Seltzer with a 17 September start. This will go into the top 100 
markets using nighttime minutes for a flight of 52 weeks. Agency: 
Wade, New York. Buyer: Andie Anderson. 

Colgate Palmolive Co., New York, will run a campaign for its 
Florient starting 5 September for seven weeks. Time segments will be 
day and night I.D.'s in about the top 45 markets. Agency: Street & 
Finney, New York. Buyer: -Sandy Floyd. 

RADIO BUYS 

Standard Triumph Motor, New York, wifl have an early August 
start with traffic time 60's at a frequency of 12-16 per week per 
market. This will go into 15-20 major markets on the east and west 
coasts. Agency: DCS&S, New York. Buyer: Don Miller. 

J. I. Case Co., Racine, Wise, will begin a five- week campaign start- 
ing 7 August for its farm implements (mostly tractors). Schedule 
calls for 10 spots a week in all rural markets. Agency: Western 
Advertising, Racine. Buyer; Charles Wright. 

Chun King Sales Co., Deluth, Minn., will run a campaign in more^ 
than the top 50 markets. This calls for flights of 4 weeks and 10 
weeks. Agency: BBDO, Minneapohs. Buyer: Betty Hitch. 
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BIG AGGIE BLANKETS THE UPPER MIDWEST 



In fact, the powerful hroadeaft voice of Big Aggie 
spreads far beyond the WNAX 5 stale area. In answer 
to a recent contest question, "Wlial is the most un- 
usual place you have listened to WNAX-570?"— Listen- 
ers informed us that tliey had heard WNAX-570 in half 
of the slates in the nation as well as some eight diflcroiit 
foreign countries. 

Where do they listen? In tree tops and slaughter- 
houses, snake dens and dentist chairs, church hclfries 
and delivery rooms, on flag poles and in caskets. 



Vi'N \X-570 is their companion at work, at home and 
al play. 

A recent Area Pulse Survey conducted in l?ig Aggie 
Land's five state area showed \X'.N.\X-570 to have almo^i 
three times as many li>tener« as the nearest competitor. 
^'NAX-570 is the inagie carpet llut delivers lislencrs 
and >ell- products in America's tOth Radio Market. 

^ee ><mr Katz rcprescntati\e for di lail-. and the complete 
Big Aggie Story. 



WNAX-570 CBS RADIO 

PROGRAMMING FOR ADULTS OF ALL AGES 
Peoples Broadcasting Corporation 

Siaux City, lawa, Siaux Falls and Yanktan, South Dakata 
Reprtsentttd by Katz 




PEOPLES tKOADCASttNO 
COKPORAttON 
WNAX Yinkton. South Dakota 
KVTV Sioux City, towa 
WSAR Cleveland. Ohio 
WRFD Columbus-Worthinston. Ohio 
WTTM Trenton. New Jersey 
WUMN Fairmont, West Virginia 
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l)ut they also lead us into fuzzy, muddle-lieaded thinking about oui 
own role in American society. 

If we want to understand clearly our position as television men, 
radio men, advertising men, newspaper, or magazine men, we must 
first understand the characteristics and significance of our Ameri- 
can system of mass media. 

Here in this country the term has a very specialized meaning. 
Mass media for us are not merely methods of communication. They 
are communications channels which are 1) free, 2) privately owned 
and operated, 3) competitive, both internally and with each other, 
4) largely (as in the case of magazines and newspapers) or totally 
(as with radio and tv) supported by advertising. 

Every one of these points is important. And, as Harry Harding 
says, they are completely inter-related. 

Out of such a surprising structure fl doubt if anyone could have 
pre-planned it!) the American people have received a greater treas- 
ure of news, information, entertainment and enlightenment — and at 
less cost — than any other people in history liave ever known. 

And this is a fact which can be quickly and easily documented. 

A priceless national asset 

Once we recognize these things, once we begin to realize that our 
American system of free, competitive, advertiser-supported massT 
media is a priceless national asset, we can begin to get a proper 
perspective both on ourselves and on our critics. 

In the first place, every one of us in every phase of commercial 
radio, tv, newspaper, or magazine work, and everyone concerned 
with advertising in these media, can take pride in our profession. 

In the second place, we can speedily spot the false premises and 
phoney logic on which fully 60% of the hostile criticism directed 
against us is based. 

Take the recent hue and cry, "the go\ernnient should do some- 
thing about tv programing." 

The strongest argument against this viewpoint is not that such a 
course would be "censorship" or even that it would violate the free 
si)eech provision of the first amendment. 

7 he real clincher is the fact that during nearly 200 years, Amer- 
ica's free, privately owned, commercially financed mass media have 
demonstrated an overwhelming creative superiority to any other 
s}stem. 

Or take those who yammer and yowl about "too many commer- 
cials'' on radio and tv. Fully three quarters of them fail to under- 
stand that advertising is an integral part of every mass medium, and 
that the sanest kind of regulation on the amount of advertising is the 
buyer-seller relationship of a competitive commercial business. 

Or take some of our more prominent Washington eggheads. If 
you were starting out today to draft a law that aimed to protect, 
preserve, and promote our immensely valuable system of free com- 
mercial broadcasting, do you think you'd come up with the Com- 
munications Act of 1934? 

Do you think you'd come up with the FCC, as now constituted? 

Frankly, 1 don't. And I'm becoming firmly convinced that we 
ought to start raising hell about it. i 

Why shouldn't America have a law and a commission designed to 
stimulate the growth of one of our greatest national assets? ^ 
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SUPERMARKETS 

{Continued from page 30) 

(and fresher — but dull, dreary, and 
dismal when the time eomes to tell 
lof the merehandising miraeles that 
|liave been wrought! This indietment 
stands whether you advertise on ra- 
dio or in newspapers — in magazines 
or in television — billboards or mile 
high spectaculars on Broadway." 

Buek said most supermarketers 
grab readership for their newspaper 
ads by screaming: "IIolv Alaekerel 
. . . are WE CHEAP!" "By the time 
the lady gets to your ad, that sounds 
like an echo," Buek sighed, "because 
she's read the same thing in five 
other ads on the five previous pages. 
If that's the way to get readership 
for an ad — a lot of blue-rihbon ad- 
vertisers haven't learned it yet.'' 

Though supermarket men stream- 
lined the food distribution system 
into the world's most efficient and, 
as Buek put it, taken a pork chop 
that came from a pig, "slicked it, 
tricked it, and dressed it till it looks 
like the Hope diamond ... in your 
ads you keep it a secret." 

What can broadcasters do to de- 




Ctiannel 8 delivers a rich, 
busy 28 county areo ihal in- 
cludes The Tampa-Sl. PeterS' 
burg Melropalilan Market 
— Florida's 2nd ond the 
nation's 28lh Reloil Sales 
Market. 
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rive more re^cIlllL• fiom supermar- 
kets aeros^ the land.'' Buck's reply: 
"Radio is .'iO years lale, television 
10 \ears late, iu fashioning the 
broadcasting tools to meet the pro- 
motional needs of the sui)ermark('t. 
Tliose super stores are really price- 
cutting jungles. Contained within 
those huge wind tunnels, which to- 
day display more than 15,000 differ- 
ent items, are the color and glory 
and fascination which make a lady 
feel exalted. And none of this is re- 
flectcfl in a lO-sccond announcement 
which offers soap powder at a cut- 
price. Women find their big adven- 
ture of the day in these magnificent 
wonderlands. Perhaps it will take 
color television to do the job. May- 
be that's the way to capture the full 
excitement of these modern-day ba- 
zaars. With the impact of color, the 
television industry should he able to 
rip the supermarket from its long- 
time reliance upon print and open 
up a rich mine of new business for 
tv stations." 

Martin L. Smith, partner in the 
Smith/Greenland advertising agency, 
which has a flock of food clients, 
many of whom make large use of 



radi()-t\ facilitio, is aixi critical of 
supermarket chains and their co-op 
a(herti?enipnts. Last week. Smith 
said that the field was wide o])cn for 
the supermarket chain that would 
use its a(hertisiiig dollars to huiid i 
successful jjor.'ionality and to add it? 
authority to that of the nationally 
advertised brands. 

Mincing few words, Smith lashed 
out at the supermarket operator, 
calling him merely a "landlord'' who 
makes "shelf space available to prod- 
ucts which can meet its turnover re- 
quirements, and selling additional 
space in his ads for 'tombstone' list- 
ings of brand names and prices." 

Smith said the images created by 
supermarkets was indeed bad when 
compared "with the brilliant images 
projected by department stores." 

"These great stores receive tre- 
mendous amounts of cooperative ad- 
vertising from national manufactur- 
ers, just as food chains do," Smith 
pointed out. "Some of the finest 
copywriters 1 have ever met work for 
department stores. They not only 
present products to their customers 
with dramatic, appealing advertising 
strategies, they also manage to pro- 



. . . ^ 




"Challciifio" created by WFLA-TV i.s a oontiniiing .series of docu- 
mentaries- iu dimension focii.sinj; on ordinary people in extraordiiiiirv 
pursuits — from the issue of Discrimination to Education; from Beaut)' 
Queens to Pot^ulntion Explosion; from Harl)or to Hiiiliro.-id. Us piir- 
t^ose: to iuten'ret to the commimity \vc serve the many activities lliat 
.serve the community. 

The response of tlie puhlic has been trcmeiidon.s — niid immensely 
satisfyiuj; to ns. And "Cliallenjie" i.s only one of Itutulrals of docu- 
mentary public intere.st propram.s produced on this station and 
applauded by the public. 

"Challeugc" is available to ad\ertiser!; — another reason to spot \our 
product or s-er\-ice on \\'FLA-T\'. Rates and information on recpicst 



NATIONAL REPRESENTATIYES. BLAIR-TV 



TAIVIPA-ST. PETERSBURG 
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ject an image of their stores that 
give them importance in their mar- 
kets. With deference to the chain 
advertising managers who have a 
tough job to do, most of them are 
too often little more than talented 
clerks. Clerks who get the prices 
from the meat department for the 
big "specials," then figure out how 
much cooperative money is available 
Trom the various manufacturers, and 
'make up an ad' that seems designed 
to look as much as possible like 
every other ad in the paper that day. 
Selling copy? None. Image? None." 

Smith complained the supermar- 
kets then proeeed to bill out dozens, 
sometimes hundreds of manufactur- 
ers for their cooperative funds. Then 
they start to work on next week's ad, 
which looks exactly the same as this 
week's ad except for the 'tombstones' 
that will have different names. 

Smith asked such questions: which 
will be the first major food chain to 
develop and project a friendly image 
of economy and service in its ads? 
Which will be the first chain to use 
its cooperative dollars to SELL the 
marvelous products in its stores, 
rather than merely give them shelf 
space and 'tombstone' listings. 

Smith's answer: "In our opinion 
this supermarket chain will in a very 
short time swing thousands of new 
shoppers through its electric eye 
doors." ^ 

FIRM TEST 

{Continued from page 35) 

In the case of Schwerin, adver- 
tisers come knocking more often 
than agencies. Generally, a Schwerin 
spokesman said, the tests are made 
as an evaluation of the agency's work. 

Schwerin feels advertisers devote 
too much time and effort to the num- 
ber of viewers in question, too little 
to the effect of the commercial on 
the viewer. 

Schwerin has lately been experi- 
menting with the storyboard test. 
There is a limit, Schwerin points out, 
to how simple a rough can get and 
still give predictable results. 

The roughs are cost cutting, 
though, in pre-testing. For instance, 
money can be saved by using 16 mm 
rather than 35 mm film; using simple 
effects; leaving out opticals and dis- 
solves, and using less expensive tal- 
ent. 

Among the clients most active in 
pre-testing at Schwerin are Alberto- 
Culver, AT&T, Armour, Campbell 



Soup, Lever Bros., Miles Labs, Sun- 
beam, and Toni. 

A Schwerin session goes as fol- 
lows: After an orientation by the 
test director, audience members fill 
out detailed questionnaires, giving 
standard characteristics and factors 
related to the products being stud- 
ied. They then view a film of a tv 
show, their reactions being taken at 
intervals throughout. 

Schwerin has a basic list of client 
problems which pretty well covers 
why agencies or advertisers employ 
this type of research. 

Some of the problems are: 

• Which commercial should be 
put on the air? 

• Which is best motivating copy 
idea? 

• Which presenter should be cho- 
sen for the product? 

• \^T»at is the best length for the 
commercials? 

• Can two products be advertised 
in the same commercial? 

One of the most unique methods 
of testing commercials is employed 
by Marketing Impact Research. This 
method consists of a portable pro- 
jecting machine which is brought 
into a prospective respondent's home 
by an interviewer. The machine will 
show an eight to 15 minute film into 
which the commercials in question 
have been integrated. 

ITie machine rewinds itself as it 
runs and, after completing a show- 
ing, is automatically ready for the 
next. 

Marketing Impact's researchers 
usually spend between 30 and 40 
minutes with each respondent, with 
an interview prior to the showing, 
and another interview and discus- 
sion afterwards. 

The types of measures attained 
through this method are varied. 
Mainly recall of content, and com- 
prehension are measured. 

The method is just mechanics, 
MlR's vice president Richard Brehl 
reminded SPONSOR. A vast range of 
questioning is possible and every 
study, designed specifically to the 
clients needs, may contain different 
areas of probing. 

MIR and Daniel Starch Associates 
use, as one method of pre-testing 
commercials, the limited market cut- 
in. This is effective for a network 
advertiser who can cut-in on several 
of his network stations with a new 
tape or kinescope commercial, while 



continuing with the old one on the 
rest of the network. ' i« 

This is considered the most nat- ' 
ural situation for testing. However, li: 
in some instances, viewers are tele- « 
phoned before the show and asked to i 
watch it. They are then called back 
within a few hour after the telecast 
for the interview. Although they 
are not told why they are being 
asked to view, there is some feeling ' 
that asking them to view the show 
alters the naturalness of the situation. 

In other instances, calls may be i 
made prior to viewing time to ask I 
what show the person intends to 
watch. If he gives the name of the 
program in question he is called 
back after the show. He has still 
made his own choice, and time is 
saved in reaching viewers within a 
reasonable time immediately after 
the program. 

TV Surveys Inc., a division of 
Audits and Surveys Co., also does a 
24-hour telephone aided recall study 
on commercial effectiveness. The 
sample size is usually 200 — 100 of 
each sex. 

Each report contains recall by 
brand name both aided and unaided; 
total recall; overall viewer apprais- 
al of commercial ; probed responses 
to what was said and shown in com- 
mercial, reported verbatim; probed 
responses to what main ideas or 
feelings the advertiser was trying to 
get across, reported verbatim. 

And, which points recalled were 
of most interest to the viewer, also 
verbatim; all of these divided into 
"prospects" and "non-prospects" and 
finally a storyboard of off-the-tube 
pictures taken every four seconds and 
the related audio. 

Gallup & Robinson is another ad- 
vocate of the telephone interview on 
a 24 hour basis. "The reason for 
interviewing 20-24 hours after the 
program appears is to get the best 
measurement of depth of impres- 
sion." 

Among the information reported 
by Gallup and Robinson: 

• How many people know who 
sponsors the program? 

• How many people can recall 
accurately the products advertised on 
the program? 

• The percentage of people who 
can prove that they saw a particular 
commercial by describing it accu- 
rately. 

• What ideas about products, the 
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'company or industry viewers take 
away from a particular commercial. 
I • Did the commercials on last 
'night's program make a strong case 
or interest the audience in buying 
the product or looking into it further? 

G&R also does on the air pre-tests 
via cut-ins. Preferred cities for cut- 
ins, on a sample basis, are Atlanta, 
Cincinnati, Philadelphia, and Provi- 
dence. There are 15 other G&R cities 
from which to choose. 

G&R has a research laboratory 
at Hopewell, N. J., the "Mirror of 
America," at which pre-testing of 
ommercials is also conducted. 

I For delayed recall tests, audiences 
are invited to attend a "program" at 
the Mirror. They are shown a half- 
hour program, into which has been 
spliced the test commercial together 
with a control commercial. (The 
control commercial is one which has 
been tested several times under nor- 
mal \iewing conditions on the air), 
k At the end of the show respondents 
lire given self-administered question- 
naires containing questions about the 
show, and are asked to give their 
names, addresses and telephone num- 
bers. The next day they are tele- 



phoned and gi\en a normal commer- 
cial impact interview. 

Daniel Starch & Associates, a re- 
search outfit identified in the main 
with print, has a commercial testing 
service which dches into strictly 
qunlitati\e areas. 'W'e are not after 
an cfTccti\ cness score, we want to 
know what the message means to the 
\iewcrs. Our icppondenls arc urged 
to express tlicniselvcs in terms of 
positive and personal reactions," a 
Starch spokesman said. 

Starch inter\iewing is done by 
phone. Calls are made only for the 
first hour after the commercials. 
Starch has about 30 areas through- 
out the countrv from which its sam- 
ples can be drawn. A usual tv com- 
mercial test, liowe\er. usually makes 
use of about six markets. The sam- 
ple is usuallv around 200 responses. 

For pre-testing. Starch uses the 
cut-in method. 

Starch estimate;- about 60'< of its 
orders come from afhertisers. 10 
from agencies. 

In addition to the stress of "what 
the commercial means to the viewer" 
the Starch reports also fill out with 
quantitative data. Thev supply per- 



centages of \ iewers who have seen 
each commercial; a sponsor identifi- 
cation figure, and a reciill of the 
commercial figure. 

Starch will also supply \erbatim 
tran.scripts of responses and com- 
ments made by individuals. ^ 

FALL NET RADIO 

[Continued jroni jxige 39 ) 
The Sounif Slory with Dallas 'loun- 
send; li s iXeiv uilli Harry Reasoner; 
The Week in Space, with l.arry Le- 
sueur: Time to Travel with \ed Cal- 
niei ; Selling America with Peter Ka- 
lisclicr and, beginning next week, 
tlie>e additions: To Your Health with 
Douglas Fdwards; This Week in Busi- 
ness with Harry Reasoner; European 
Diary with Daniel Schorr; //; ,\err 
York with Kenneth Hanghart: and At 
Your Leisure with Rill Leonard. 

The Sunday Dimension feature 
a\ailabilities on: Science Heat, with 
Ron Cochran; The Moscow Scene 
with Marvin Kalb; Follow-Lp with 
Richard llottelet; Special jrom Lon- 
don with Alexander Kendriek; Head- 
liner with Douglas Edwards; and 
White House Correspondent with 
Georpe Herman. 
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(All the CBS programs are heard 
on the full CBS Radio network of 
204 stations, as of 21 July, except 
the Carol Burnett-Richard Hayes 
Show where clearance has not yet 
been completed (so far, approx. 95% 
cleared) and the New York Philhar- 
monic which does not begin until 
late September). 

ABC still has some availabilities 
on its popular Flair and Breakfast 
Club programs although the shows 
already boast heavy sponsorship. 

Breakfast Club has signed up Tidy 
House, General Foods, Sylvania, the 
Sheep Council, Staley, Magla Prod- 
ucts, Ex-Lax, Air Way Sanitizer. 
Curtis Publications, Food Special- 
ties, and Bristol Myers. 

The Flair lineup looks like this: 
Redbook, Pepsi-Cola, Curtis Publi- 
cations, Jack Honlg (wearing ap- 
parel) and Dr. Pepper (soft drinks). 

There's still time available on 
ABC's Weekday News (slotted every 
hour from 7:55 a.m. through 10:55 
p.m.) although the following adver- 
tisers are already signed up: Bristol- 
Myers, Pharmaco, R. J. Reynolds, 
Wynn Oil, A.T.&T., Dodge, Carling 
Beer and Ale, Mogen David Wines, 
Pepsi-Cola, Curtis Publications, and 
Foster Milburn. 

JF eekend News is also available 
(already signed: P. Lorillard (Kent), 
7- Up, Wynn Oil and A.T.&.1\). 

Other programs still being ofFered: 
Howard Cosell — Speaking of Sports 
(signed: Carling, Jayman-Ruby, Men- 
nen) : Paul Harvey News (signed: 
Hastings Manufacturing, Bankers 
Life, Mennen, Midas Muffler; A'ew'5 
Around the World (signed: Reyn- 
olds, Foster, Milburn) ; John Camer- 
on Swayze and the Weather (signed: 
Lennox Industries) ; Weekend Sports 
(signed: General Motors). 

ABC's top sports events are also 
on the availability list: Army-Navy 
Game, Orange Bowl Game, All 
Service football, scheduled to begin 
the last Saturday in September; the 
Sunday national professional foot- 
ball schedule, starting date, approx. 
24 October (no set fee available for 
this schedule as yet) ; and the New 
Years Day game. 

(Some ABC clearances: Flair, 
83%; Breakfast Club, 9i%; Week- 
end News, 89%; Weekday News, 
84%.) 

Mutual's fall lineup of sports also 
makes available the Saturday All- 
Service games and Sunday National 



Football League schedule. The 
Army-Navy game is being offered at 
a package price of $30,000 (for de- 
tails, see SPONSORSCOPE item, 
page 21, 24 July). 

Also open to ofFers is Mutual's 18 
per day, five-minute newscasts. 

At NBC, there are still availabili- 
ties on Emphasis (Standard Brands 
has already bought into this and 
others are pending) ; on Monitor 
(DuPont textile division has bought 
spots for the Labor Day weekend — 
for details, see SPONSORSCOPE 
item page 22, 24 July issue) ; on 
News of the World (this is a Monday 
through Friday five minute segment 
slotted from 7:30 to 7:45 p.m.). 

On NBC's sports menu, there is 
half sponsorship available on the 
Pro - Championship football game 
schedule (about late December start- 
ing date) . One-half has already been 
picked ofF by the Savings and Loan 
Foundation. 

Also available on NBC are the 
Sunday lineup of religious shows. 
They include Billy Graham, The Lu- 
theran Hour, Voice of Prophecy, Bi- 
ble Study Hour. They're half-hour 
segments. ^ 



SPONSOR ASKS 

{Continued from page 42) 

We also can look forward to fur- 
ther simplification in the physical 
format of rate cards, with discounts 
ofFered more on a times-per-week, 
rather than annual frequency basis. 

Martin Beck, our assistant sales 
manager, looking over my shoulder, 
wants me to add that sometime, some 
courageous radio broadcaster will 
come right out and say it — "Because 
of the big jump in radio listening in 
the summer, we're increasing our 
rates proportionately during the sum- 
mer months." He's got a point! 

Ben Holmes, ".p. in charge of radio, 
Edward Petry & Co., Inc., New York 
Among the major market stations 
there will probably be some addition- 
al rate increases, particularly in drive 
time. But, looking broadly at the in- 
dustry, the next six months will reveal 
no discernible rate trends. 

With no intention of using this 
forum as an opportunity to pufi into 
our own horn, I must say I'm proud 
of the stations we represent for set- 
ting sensible rates and sticking to 
them. I am equally respectful of aU 
operators who refuse to negotiate 




their industry into oblivion. So much 
for the industry in general. As to the 
specifics of our list, last year we 
raised rates on 12 of 24 of our radio 
stations. Already this year we have 
raised five and there will be more. 
These increases have been dictated 
by the respect the stations have for 
radio in general and for their own 
stations in particular. 

If I may be permitted to go be- 
yond six months, I would then haz- 
ard a guess that there will be a gen- 



There may be 
a general 
upward trend 
by the middle 
of next year, 
I ivould guess 



eral upward trend by the middle of 
next year. The many pressures being 
exerted that dictate reduced commer- 
cial capacities will force many sta- 
tions to require more income per unit 
sold. For some stations this will not 
result in new rates, but a more sen- 
sible adherence to their present cards. 

Even though difficulties in clearing 
morning and afternoon drive time 
will bring about some increases, 
there will be more advertisers who 
will discover that they can do very 
well with other periods. Already 
much business is extending to week- 
ends, which takes pressure o£E the 
traditional Monday through Friday 
drive periods. We are also finding 
(in larger markets in particular) , that 
nighttime has many buyers who aug- 
ment drive schedules with after dark 
strips that not only reach substantial 
audiences but reduce the unit costs of 
their daylight announcements. Per- 
haps these modest trends will devel- 
op before the drive problem pushes 
up rates. 

Permit me to conclude by offering 
my best advice on rates: 

a. Advertisers generally won't buy 
a poor station no matter how inex- 
pensive it is. If they buy you, there 
is a good reason. Maybe you are un- 
derestimating yourself. 

b. Advertisers are looking for re- 
sults. They will pay reasonable prices 
for good stations, just as they will 
pay reasonable prices for their raw 
materials. 

c. You should be the best judge of 
your product. If you're proud of it, 
price it and sell it accordingly. ^ 
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Warner's "Films of the 50's' help us 




BllllUli^ 




|i says Mai Klein vice President, 
]8neral Manager, KHJ-TV, Los Angeles, California 



"This summer, the Seven Arts feature films are producing high 
ratings you'd be proud to get in the fall! These powerful attrac- 
tions have given us what we needed to hold a lead in a town 
where leads are traditionally hard to hold. 

"We're using Warner's 'Films of the 50's' on our 'Theatre 9', 
right smack in the middle of Los Angeles' Sunday night prime 
time. The show was sold out before we started, and you can 
see from the ratings what these Warner pictures are doing for 
our participating advertisers." 




ARBITRON AVERAGE SHARE 

Four Sundays, June 11, 18, July 2,9,7:30-10:15 p.m. 

4-week 
Average Share 

KHJ-TV showing Springfield Rifle, Hondo, 

Rebel Without a Cause, The High and the Mighty 36% 

STATION A 25% 

STATION B 12% 

STATION C 3% 

STATION D 18% 

STATION E 4% 

STATION F.„ 2% 



MAL KLEIN 



Warner's films of the 50's 
Money makers of the 60's 




SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 

Motion Pictures— "Gigot", starring Jackie Gleason. now shooting in Paris... 
Gene Kelly directing... 

Theatre —"Gone witti the Wind" in preparation... 

Television— Distribution of films for T.V., Warner's •"Films of the SO's" .. . 

Uterary Properties— "Romancero" by Jacques Deval... 

Real Estate— The Riviera of the Caribbean, Grand Bahama, in construction. .. 



NEW YORK: 270 Park Avenue YUkon 61717 

CHICAGO: 8922 D N. La Crosse. Skokie. III. ORchard 4-5105 
DALLAS: 5641 Charlestown Drive ADams9 2855 

BEVERLY HILLS: 232 So, Reeves Drive GRanite 61564 

For list of TV stations programming Warner Bros. "Films of 
the 50"s'" see Third Cover SRDS (Spot TV Rates and Data) 



OLD NEW ORLEANS 
FAVORITE 



1 lb. Lump Crobmeat 
1 lb. Cooked Shrimp 

1 lb. Cooked Lobster Meot 
V2 cup Chopped Shollots 

V2 cup Chopped Mushrooms 
V2 lb. Butter 

2 cups White Wine 
1 cup Creom 

4 Egg Yolks 
Cognoc 

Fovorite Poncoke Recipe 
Soute shellfish ingredients with % 
lb. butter for five minutes. Soute' 
shollots ond mushrooms with % 
lb. of butter until shollots ore soft, 
then odd white wine ond cook 
for five minutes. Add to this mix- 
ture creom ond cook until simmer. 
Remove from fire ond odd egg 
yolks. Hombe-boste shellfish mix- 
ture with cognoc ond combine 
of shollots ond mushroom souce. 
Prepore 12 crepes (use fovorite 
poncoke recipe ond thin slightly) 
ond fill eoch with shellfish mix- 
ture, roll, ond serve ot once cov- 
ered with remolning souce. Superb 
serving for six. 




Prepared at M assort^ s Beach House by Chef de Cuisine Ernest Masson 



WWL-TV. . . new New Orleans Favorite ^ 

A delightful new favorite in New Orleans is the ANN ELLIOTT SHOW. Ann is a woman's 
woman, who knows exactly what the important buying female segment wants to see and 
hear. The ANN ELLIOTT SHOW is full of variety, programmed at a time most con- 
venient for the greatest number of New Orleans homemakers. Weekday mornings at 9:30 
almost every housewife is enjoying the sparkling package of entertainment presented by 
the ANN ELLIOTT SHOW. 

Ann showcases the latest in styles, make-up ideas, chic coiffeur. The tastiest recipes are 
prepared. Shortcuts to easier housekeeping are discussed. Interviews with visiting person- 
alities are part of this New Orleans Favorite. 

Giving Ann a helping hand is New Orleans' popular man-about-town HENRY DUPRE. 

Be sure to zero in your sales message 
on the purse strings of New Orleans: 
those ever-lovin' homemakers and 
housewives. 

P.S. Ann EUiott returns each eve- 
ning, by popular demand, to present 
the most complete weathercast in 
New Orleans. 




WWL-TV 

NEW ORLEANS 



Represented Nationally by Katz 
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What's happening in U. S. Govtrnmenl 
that affects sponsors, agencies, stations 



SPONSOR 
rUBLIOATIONS INC. 



WASHINGTON WEEK 



31 JULY 1961 The clear channel stations are following the same path as the day timers in ap- 

c»niriiM (HI i»eahng to Congress over the heads of the FCC: the resuh appears to be the same 

in both cases — negative. 's^*!'^))!''!!*! ' I 

The daytiniers want uniform 6 a.m. -6 p.m. hours in all seasons of the year. It appears 
now that they are about to get their first and final ringing "no" from Congress after sev- 
eral years without any answer. 

The clear channel stations are just beginning to fight their own particular battle against 
the placing of new radio stations on their frequencies. The FCC has a proceeding in 
progress which nobody doubts will result in just that. Hence the appeal to Congress. 

The clears, by the way, joined the other full-time radio stations in opposing the request 
of the daytimers. 



Ray Livesay of WLBH, Mattoon, III., who has spearheaded the daytimers in 
their losing pleas to the FCC and in their battles for Congressional action, got some 
rough treatment at the recent bearings. 

He had ahvays before had a respectful audience of Congressmen and Senators, and even 
considerable sympathy. However, never anything remotely like action. 

Now, Rep. Morgan Moulder (D., Mo.), chairman of the Commerce Communications sub- 
committee, is pressing for a verdict. An advocate of the daytimers' position, he nevertheless 
predicts his subcommittee will vote against them. He has said he will take the battle to 
the full Committee, but there is no real expectation of a reversal there. 

That this will actually kill off the daytimer move for longer operating hours would be too 
much to say. Hope does spring eternal. But there will be no further hope. 



The clear channels are also having troubles, but from a different direction. Where 
the daytimers wanted action the FCC was unwilling to take, the clears want Congress to 
stop an FCC action. 

They succeeded in having four bills introduced in Congress, one to order the FCC not 
to go through with duplication on the clear channels, and the other three to permit super- 
powers as well as keeping the channels clear. i-<'v;i ■ 

This turned out not to he a show of strength, but of weakness. Only one of the 
bills bore the name of a member of either Commerce Committee, which has jurisdiction (Ben- 
nett — R., Mich., in the House). Two Senators joined in the introduction of one bill, two others 
expressed agreement with it, and one other expressed doubts about the FCC proposal, while 
admitting he was no expert on the complicated matter. 

In other words, it was five Senators out of 100 at the best, and three Congressmen out of 
437, with one Senate bill and three in the House. It looked very grim, indeed, for the clear 
channel stations. Especially since the FCC appears pretty well determined to go through 
with duplication. 

It appears that both the FCC and the FTC plan to go forward with a build-up 
in their radio/tv monitoring activities. 

{Please turn to page 57) 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 




31 JULY 1961 

Copyright 1961 
SPONSOR 
PUBLICATIONS INC. 



There's no sign of a summer clip at Ziv-UA lately from tlie way sales are pro- 
ceeding on two new shows: Ripcord is up to a hundred markets and King of Dia- 
monds reports 171. 

Ripcord was bought by Lincoln Income Life (Fred R. Becker) on WHAS-TV, Louis- 
ville (alternating there with B&W) ; KWTV, Oklahoma City, and WKY-TV, Lexington, while 
Savannah Sugar (Wyatt) added WSB-TV, Atlanta; WITN, Greenville, and WSJS-TV, 



King of Diamonds reports that Jax, Fels, and Kroger, have filled in many alternate 
weeks on their regional buys. In addition, seven more sponsors and ten new stations pur- 
chased the series. 

Jax (DCS&S) added KGNC-TV, Amarillo, and WAFB-TV, Baton Rouge; Fels (Aitkin 
Kynett) added WXEX-TV, Richmond; WBRE-TV, Wilkes-Barre, and WNEM-TV, Saginaw, 
and Kroger (Campbell-Mithun) listed KSLA-TV, Shreveport; WJW-TV, Cleveland, and 
WFMJ-TV, Youngstown. 

New sponsors are Acme Building on WTOK-TV, Meridian; R. I. Zeigler (Parker) ; G. D. 
Reddick on WFMY, Greensboro; DuKane Supply (Feldman and Kahn) on WIIC, Pittsburgh; 
Stag Beer on WTVP, Decatur; International Harvester on KFDC, Cheyenne, and Streitman 
Biscuit on WTVM-TV, Columtus. 

(For details on station sales, see FILM WRAP-UP, p. 65.) 

Some cartoon shows that can be shown either as segments or as complete 
half hours are bringing up a lot of sales impasses requiring great tact. 

The question centers around how many runs the station will get. 

When sold in an unlimited use library deal, this is no problem, but where an advertiser 
brings in the show as a sponsored half-hour, some stations are clamoring for gratis re- 
runs as though they'd bought the segments themselves. 

It's taking the utmost in diplomacy for the distributors involved to say no. 

Keep your eye on GAC, which is mobilizing for greater tv efforts. 

Don W. Sharpe has become president and senior executive officer of GAC-TV and Her- 
man Rush is now senior v.p. in charge of tv sales, headquartering in New York. 



A special sales unit, Fountainhead International, has been set up by Wolper- 
Sterling Productions to handle regional-syndicated specials, mostly in the hour- 
long category. 

Inventory at first will comprise Race for Space and Man in Space (first used by Shulton 
and Tidewater Oil) plus Biography of a Rookie and Rafer Johnson Story (shown already by 
Schaefer beer in the East) . 

Incidentally, Wolper-Sterling's Legend of Rudolph Valentino is now taking the market- 
by-market route for Peter Pan and its Hollywood: the Golden Years special is going on 



Greensboro. 



NBC TV for P&G. 
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FILM-SCOPE corUinued 



The first show that will he brought out by TEC (Television Enterprises Cor- 
poration) is Mahalia Jackson Sings. 

There'll be 78 programs; TEC is headed up by Ilarohl Cohlinan. 

ABC Fihns' Consult Dr. Brothers is now np to 42 markets. 

Latest seven sales are KPTV, Portland; KOB-TV, Albuquerque; WGAL-TV, Lancaster; 
KXLY-TV, Spokane; KTAR-TV, Phoenix; KM J -TV, Fresno, and KGUN-TV, Tucson. 

Fihnways is building up for greater efforts in tv program production. 

John N. Galley has joined the film producer as v.p. in charge of program development, a 
newly created post. Galley comes from Ted Bates, where he was tv programing v.p. 

Besides domestic tv programs, Galley's role will embrace international production and 
also feature-length motion pictures. 

Seven Arts has signed seven more stations for its Fihns of the 'SO's. 

KING-TV, Seattle, took both Volume 1 and 11 of the Warner's group. 

Other sales were: Volume 1 to KGAL-TV, Lancaster; KTBG-TV, Austin, and KRGV, Wes- 
laco, and Volume 11 to KGW-TV, Portland; KREj\I-TV, Spokane, and KOGO-TV, San Diego 
(all three previously took Volume 1) . 

Telestudios (now part of MGIM) has set up what it calls the first location base 
for the taping of tv commercials. 

Equipment is kept at New Hope, Pa., and one-camera shooting using "A-B composite" 
style editing keeps production costs down to package price of S4,900 a day. 

This gives 10 hours, seven of which are camera hours, and is good for an average of 
two 60-second commercials a day. 

Advertiser's who've already tried it are Kellogg (Burnett), Whisk (BBDO) and Tex- 
aco (G&W) ; next is Gallo (Carlo Vinti). 



WASHINGTON WEEK 

(Continued from page 55) 

This is a point on which even many of the Congressmen and Senators who were most 
vocal in criticizing the industry are nevertheless quite touchy. Sen. Warren Magnuson (D., 
Wash.), chairman of the Senate Commerce Committee, it might be remembered, even attempted 
last year to stop the activity on the grounds of at least a near-approach to censorship. 

The situation seems to be that Congressmen are unwilling to go on record as flat- 
ly forbidding the practice, even though they aren't happy about it. While trying to 
vote as little by way of funds as possible, they haven't cut off money for the purpose and have 
left the way open for shift of funds within the agencies. Both agencies are now firmly set 
on doing as much as they can. 

Both agencies are also well along on their money requests for the next fiscal year, which 
doesn't begin until 1 July, 1962. And it is reliably reported that both are planning to ask 
Congress for more money for monitoring activities than is available this year, even with some 
juggling of funds. 

The FCC last week dropped the other Florida revocation shoot: Involved was 
the 1936 grant of channel 7 to the Biscayne Television C<»rp. and one of the indus- 
try's outstanding citizens, Niles Trammel, as head of Biscayne. 

Channel 7's new occupant in Miami is Sunbeam Television Corp., with a license limited to 
four months. Biscayne's given time to litigate the action, if it chooses. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



fol 



31 JULY 1961 One of the Colgate agencies is apparently bent on raiding P&G 

copyriiht is«i manpower that have worked on that account. 

SPONSOR It's already nabbed two from DFS, which, incidentally, in turn nabbed a pair away 

PUBLICATIONS INC. froui Compton, something it isn't supposed to do. 

For years, there's been an unwritten rule that meinbers of the P&G clan of agencies 
don't wean away people from one another. 

The rumor, as reported in 24 July SPONSOR HEARS, about ABC TV having 
spinoff plans for its program operations was termed totally without foundation by 
the network's top management. 

The quote: "Our present programing setup is doing fine. In fact, it must have the opposi- 
tion worried for them to spread rumors about it. ABC is happy with its tv programing 
executive staff and is keeping it as it is." 

Some of the major reps may be interested to know that there's grousing among 
their salesmen about the heightened practice of having to turn in voluminous sales 
reports. 

Their complaint: this "report happy" trend takes up so much time that they can't 
make as many pitches in depth as they'd like. 

Cracked one salesman: "We're now turning in reports on reports." 

The rep's side: These detailed reports of calls and sales not consummated are handy 
things to have around to show stations of the efforts being made in their behalf. 

One of the big tragedies of the tv business is when a top management man dis^ 
covers his brilliance and drive has served its purpose and he is in the middle of an 
executive suite squeeze. 

It's on the verge of happening again — the object of an unqualified success in several re- 
spects. His weaknesses: not developing executive strength in depth and not keeping 
overhead from running out of hand. 

Tv reps are somewhat miffed at one of the tactics being used by Wermen & Schorr in 
requesting availabilities for the Bayuk spot campaign schedules for the fall. 

The gripe: a W&S timebuyer's suggestion that the five plan rate be granted for three spots 
a week. 

Bayuk has switched its strategy for 1961-62 away from network sports — its expenditure 
on that score in 1960 was S5 million — to spot tv exclusively. 

You'll find now some of the astutest students of tv, particularly on matters of 
coverage and beefing up sales support, at Campbell Soup these days. 

And that goes for even the oldtimers, who by traditions have been enamoured with 
the four-color ads in the magazines and supps. 

Their prime background may be merchandising, but they're right there on the ball 
when it comes to selecting markets and specific stations. They can talk as glibly about 
signal overlapping as the case sales of tomato vs. chicken soup. 

With all this intensity about tv, Campbell has a penchant for getting upset whenever any- 
thing about its thinking or planning for the medium gets into print. 
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NOT EVERY MAN'S A KING in the up-and-coming KSLA-TV area ... but 
)st of the folks live like it. From their gleaming offices in sparkling new glass-and-steel skyscrapers 
their smart air-conditioned suburban homes, they live it up . . . and love it! The big majority of them 

f.n.ires) look to KSLA-TV for news they believe . programs they stay h 
,eck the ^'3^' ^J^.^^gton.Righterand Parsons . . . abo ut Jhe^af ura//y .J^^^^^^^^^^^ to watch. 



reps 




Market 
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KSLA-TV SHREVEPORT, LOUISIANA 
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WRAP-UP 



HAY THERE! To emphasize its western days promotion campaign, KRAK, Sacramento, set up 
its broadcasting studio right in the middle of the bustling thoroughfare of the Town and 
Country Village Shopping Center. Here, announcer George Miller is shown holding the fort 



Advertisers 




Heinz (Maxon) has renewed its 
daytime schedule on NBC TV. 

The dimensions: four quarter-hours 
a week. Expenditure: around $3 
million. 

Campaigns: 

J. B. Williams (Parkson) will 
run a $5-milHon campaign for its r& 
cently acquired Universal producl' 
lines. The schedule so far includes 
a total of eight tv shows each week. 

Baynk Cigars ( Wermen & Schorr) 
will use radio and tv spots in a sum- 
mer-fall campaign being launched 
mid-July for Phillies. It will go into 
over 200 markets. 

While Rose Tea ( Al Paul Lefton) 
will expand a summer radio and tv i 
campaign with spots of one-minute 
and 10-second I.D.'s. *. 

Willys will introduce a new Jeepj 
model with a series of 13 home movie 
type commercials starring Jack Paar 
and Hugh Downs. The new model 



FARMS AROUND THE WORLD. When WLW, Cincinnati, sa- 
luted the International Farm Youth Exchange, I July, everyone came 
in costumes of their nation or where they visited. L to r, Nil Kantha 
Hadikari, Nepal; Allen Damschroder, Germany; Finola Keating, S. 
Ireland; Annie Mayes, N. Ireland; P. Mendel, Indianapolis (Nica- 
ragua); A. Lemar, Moscow, O. (Philippines); B. Twaragowski, Cin- 
cinnati (Burma); F. Kapp, O. and D. De Weese, Piqua, O. (Pakistan) 



A REASON TO SMILE. Ol' Deputy Dawg's just cinched a renewal 
with L. Hall, vp. in charge of mkting and adv., L. W. Lay & Co., 
Atlanta. The CBS Films Inc. series is on for 2nd year in 46 SE markets 
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lill be featured on the NBC TV Paar 
Ihow. 

I Conliiienlal Wav is running a 
lillion dollar campaign for Cool 
fagic with 100 spot-a-week pushes. 

Chun King is entering a market- 
>y-niarket saturation program of 
•roadcast advertising. Tiie current 
■hase extends coverage to 33 markets 
ith 40 to 75 spots per week. 

Gc-neral Rlills (BBDO) will intro- 
uce a new Wild Blueberry pancake 
tix on the West coast this month 
ith radio and tv commercials. 

Julian Freirich Company (Ren 
',. Bliss"! is running an I.D. spot cam- 
aign for its Ready-Cooked tongue, 
ia WXBC-TV, New York. 

lew quarters: The advertising de- 
artnient of Interstate Bakeries 
ill be transferred to the general 
fflces of the company in Kansas City 
n 1 September. The new address 
ill be: 12 East Armour Blvd. 

fEOPLE ON THE MOVE: Knth 



Carlson to assistant advertising man- 
ager, Reddi-Wip . . . A(lol[>Ii J. 
Toigo, president of j^&X, and Al- 
fred J. Seaman, president of 
SSC&B, were appointed vice chair- 
men for the poniinittees of the hoard 
for the 4As . . . S. W^arner I'acli, 
president of tiie Paper jMate Compa- 
nies, was made a v. p. of the Gillette 
Company . . . Cecil E. Snmmers to 
sales manager, H. J. 1!(>) nolds. 

Agencies 

A snrvey of 72 network afTiIiates 
by Giinihiiiner brought some 
news as to their stationhrcak 
policy. 

Here's .some of the facts revealed: 

• None of the stations ])ians a de- 
crease in rates to adjust for dilution 
of the effectiveness of the commer- 
cials. 

• All stations except one stated 
that a 30-second chain break will not 
preempt a 20-second spot. Six sta- 
tions will preempt lOsecond an- 



nouncements for 2()-sccond spots. 

• 111 the 'lO-second break period. 
32 stations replied that tiie\ would 
permit onK two connncn iaK tntlier 
two 20's, or a 20, a 10, and ihe t-- 
maining 10 seconds for a lime weath- 
er/news capsule, a public ser\ire an- 
nonneenieiit or station promotion. 
Twenty stations said the\ would use 
a condjination of a 30 and a 10. The 
few who said they woidd aeeept a 40 
said the rost would he double the 
20 rate. 

The majority of aec'onnts at 
Cohen & Aleshin- ami nineteen 
of its i)ersonn«'l will join Uona- 
hiie &: Coe on 1 August. 

Some of the personnel invohed 
are: Harry B. Cohen, Sr.. chairman 
of the board at C&A: Ed yVleshire. 
Frank Brady, and Ilairv B. Cohen, 
Jr. 

A few of the accounts moving over 
are: Grove laboratories for 4-way 
Cold Tablets and Fitch hair tonic and 
shampoo; Amstel beer; Kiwi shoe 



HERRY FESTIVAL QUEEN for the Michigan National Cherry 
i^stival, LuEllen Benson and Les Biederman, pres. of the Paul Bunyan 
]etworlt, WPBN-TV. Traverse City, and WTOM-TV, Cheyboygan, 
ich. were greeted on arrival at the New Yorit airport by JacUe da 
losta of Ted Bates and Elisabeth Becljorden, head of the station rep 
of the same name. Miss Beclciorden is the rep for the network 




GOOD LOOKER. To help with its "Good LooUng" promotion 
[eme, WSJS-TV, Winston Salem, has been using the beauty queens 
om surrounding schools, Miss N. C, and Miss Winston Salem 



^ cccc 
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WINNERS of eighth annual public service awards given by WWLP- 
TV, Springfield, Mass., (I to r) M. J. Ryan, Jr., D.A. of Hampden & 
Berkshire, Col. W. C. Lewis, USAF, Chicopee Mayor E. Lyseic, W. M. 
Conner, mgr., Bradley Field, Conn., C. H. Cluley, budget dir., L. 
Lewis, v.p. Joint Civic Agencies, J. M. Turnbull, dir. Ind. sales and 
are dev., WWLP-TV pres. W. P. Putnam, c, v.p J. H. Gerguson. r 




FOR SECOND consecutive year WIIC-TV, Pittsburgh, won the 
award for tv public service to A.F. Maj. D. J. Miller, comm., recruit- 
ing detachment, gave It to R. A. Mortenson, exec. v. p., Channel 1 1 




polish; Dormin; Acno-Tabs; and 
Lydia E. Pinkham Medicine Co. 

Don W, Sliarpe has beeoine 
senior executive officer antl pres- 
ident of GAC-TV, and Herman 
Rush senior v. p. in charge of 
television sales, ■with headquar- 
ters in New York. 

GAC, a wholly owned subsidiary 
of the Baldwin-Montrose Chemical 
Co., recently made a deal to represent 
the Desilu tv properties. 

Mergers : Carl Lawsou Advertis- 
ing, Kansas City, will merge with 
the Biddle Company Kansas City 
ofiSce as of 1 August . . . Winius- 
Brandon, St. Louis, joined with 
Selders-Jones-Covington Adver- 
tising with headquarters in St. Louis, 
effective 1 July. 

Agency appointments: Taft Broad- 
casting to Farson, Nuff & North- 
licli, Cincinnati . . . Univis to Hume, 
Smith, Miekelherry, Miami . . . 
Cadbury-Fry, Ltd., New York, to 
Guild, Bascom & Bonfigli . . . The 
Arthur Murray School of Dancing to 
Lambert & Feasley . . . Senior's 

BILLION DOLLAR 

HEARTLAND 




North Carolina's 
Grade A World 

Only one station provides Grade A 
Coverage of this 33 county audi- 
ence — the big heartland of the 
state's rich industrialized Pied- 
mont market. 



TELEVISION 

WINSTON-SALEM /GREENSBORO /HIGH POINT 

Represented by 

Peters, Griffin, 
[channel 12 Woodward, Inc. 



restaurant, New York, to Miller . . . 
E. F. MacDonald Stamp Company, 
Dayton, to D'Arcy, New York. 

Account resignation : Fawcelt 
Puhlications will terminate its re- 
lationship with C. J. LaRoche 15 
October. 

PEOPLE ON THE MOVE: Law- 
rence S. Reynolds, Frank P. Mc- 
Donald and Peter T. McLean to 

broadcast buyers, DCS&S 
Charles H. Newhrand elected 
treasurer, FC&B . . . John L. Gray- 
hurst to account executive, Lambert 
& Fcaslcy from the same position at 
Donahue & Coe . . . Anson C. 
Lowitz to v.p. and group manager 
for the Lehn & Fink account at 
F&S&R . . . Marshall II. Ward, Jr., 
to account executive for Lysol at 
GMM&B from product at Colgate- 
Palmolive . . . Alice Moseley to 
v.p. and associate creative director, 
Mc-E. from copy supervisor, same 
agency . . . Martin Smith to direc- 
tor of radio-tv department, Anderson- 
McConnell Advertising, Hollywood, 
from Gardner, St. Louis . . . Wil- 
liam Ohle to account executive at 
Leo Burnett from NL&B . . . Austin 
H. Gedney, Jr. to account super- 
visor, Lambert & Feasley, from ac- 
count executive, same agency. 

Named v.ps. : Frederic Lyman 
Horton has been named v.p. at Nor- 
man, Craig & Kummel . . . Rohert 
Goldsmith and Gail Raphael to 
v.ps. in charge of copy at Gumbinner. 

Stations m tli© l¥iove 

TOTAL STATIONS ON THE ATR 

fas of 1 July) 
AM: 3,602 
FM: 889 
TV: 543 

BOUGIIT/SOLD/Al»PROVED 
Sold : KTUL, Tulsa, Oklahoma, to 
Raymond RufI and Charles A. Sam- 
mons from the John T. Griffin group. 
Price: $450,000. Brokered by Hamil- 
ton-Landis, Washington, D. C. . . . 
WBNY, Buffalo, N. Y., to the Mc- 
Lendon Corporation of Dallas from 
R. Peter Straus. The price: $650,- 
000 .. . KLEO, Wichita, Kansas, 
and KQEO, Albuquerque, N. M., in 
separate transactions to Swamco 
Broadcasting from Dandy Broadcast- 
ing. The prices: for KLEO, $365,- 



000; for KQEO, $333,000. Broka 
by Blackburn & Company, Washii 
ton, D. C. . . . WEOA, Evansvi 
Ind., to J. B. Fuqua, of Augusta, ( 

Associations 



In an address to the radio indi 
try, Dale Moore threw out t 
challenge to stop being secoi 
class in the advertising comm 
nity and find out how to motive 
radio huys, 

Moore, president and general ma 
ager of Western Broadcasting, sa 
this while speaking to the 1961 co 
vention of the Idaho Broadcaste 
Association and added that radio st 
lions are mistaken if they think th( 
don't have to fight their own battle 

The NAB announced that it is n 
duciiig its eight fall conferencf 
from two-day to one-day affairi 
Tliis action was taken for two rei 
sons: First, this would make it poi 
siblc for a larger number of bus 
broadcasters to attend. Secondly, : 
was felt that a better job could h 
done if the work was more concer 
trated. 

RTES legislative committee 
points Sam J. Slate, v.p. and g< 
eral manager WCBS radio, a 
chairman. 

Tlie purpose of this committee is t( 
keep membership informed of legis 
iation which might affect broadcast 
lug or advertising at all levels. 



Tliisa 'n' data: The Georgia As 
sociation of Broadcasters hai 
criticized NAB president LeRoy Co! 
lins for his plan to terminate thr 
annual Voice of Democracy contesi 
and the GAB has made plans to con 
duct its own state-wide "Voice" con' 
test. 

TV Stations 

Ideas at work: ' 
. WWL-TV, New Orleans, hasj 
Ann Elliot putting her daily half hour| 
show under water for two Aveeks. 
She's giving her fans lessons in Scuba 
diving, in an especially designed tank. 

. Km\, Salt Lake City, pre-' 
viewed their fall programing at theiri] 
annual Advertiser's Party. In one of|i 
the studios, converted to look like a 
ball park, the fall line-up was pre- 
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:i(ed \vhile a mobile unit served 

h. 

lie wrong letter: Tn tlie 24 July 
U^Al'-UP there was a picture siiov- 
i; tlie new and old owners of a 
[|S Moines station. The call letters 
> iiild have been KIOA. and not 
f>DA. 

I'Ol'LE OA THE IMOVE: Knipli 
I Daniels, Jr., to assistant general 
fes manager. KNXT, L.A., and the 
fiS TV Pacific Network . . . James 
4 Prater to director of promotion 
al publicity for the Gray Network 
. .. Peter A. Whipple to business 
n'nager. WNE\V-TV, New York . . . 
fiiiiel B. Bnrke to general inaii- 
a-r. W-TEN T\^ Albany . . . 
fiarles G. Pojjan to program di- 
r tor for all Capital Cities Tv sta- 
tins and William J. Lewis to di- 
r|'tor of sdles for the same grou]) . . . 
Jliii P. O'Neil to sales iiroiiiotion 
diartment of WNAC-TV and 
VVAC. Boston . . . George II. 
F>gcrs, Jr., to national sales man- 
Bj^r. and Donald E. Hardin to na- 
I nai sales service manager, both at 
V'<RC-TA^ Cincinnati. 

Fulos: WILX-TV, Jackson, Mich., 
the recipient of a special plaque 
iirecognition of its outstanding serv- 
i\ to the United States Air Force 
.j. WSB-TV, Atlanta, Ga., recipient 
0|a certificate of appreciation from 
'\anta Ja\cees and the U.S. Jaycees 
f< its efforts to promote National 
^'•Ifare . . . Ed Gegensoliallz, v.p.. 
a 1 his firm, First Federal Savings 
a 1 Loan Assoc.. Miami, were hon- 
0,'d bv Florida Broadcasters for a 
psonal contribution to broadcast 
a,ertising in South Florida. 

ffl.cal sales: WT\T\-TV. Coluni- 
b=. Ohio, has sold half hour bowling 
S)ws to the Kroger Company. Tliey 
a- .scheduled fi\-e days a week. 

?oiaI note: Norfolk-Tidewater 
1| stations presented a film on the 
f:.)Wth of their area to guests repre- 
ting IP) top New York ad agencies. 



Radio Stations 



^ Iiai>i)cnc(l to GBS in ooiinee- 
t II with its Orson Wells-Attack 
f")iii ^lars broadciist hack in the 
],.30"s, K-BLU, Ynina, learned 



that listeners ean take <i i>rograni 
wry literally. 

Witiiout any prior warning i^oar- 
ing Twenties nm'^ir wa'* aired in place 
of tile usual top forty format and 
ne«.scasts about a fatal shooting tiiat 
took place on 17 Jul) 1929 wtrt 
recreated. 

iJotli tlie Sheriff's oHice and the 
station's s\vitcliboard were flooded 
with rails, with the inquirers under 
the impression that events had just 
happened. 

ItAB piihlislied a '10-pagc hook- 
let, this week, compiled of data 
on tlic status of radio. 

The referenced)ook, called "Radio 
Facts Pocket-Piece," ^e^ iews the sta- 
tistics of radio's growth as an infor- 
mation, entertainment, and advertis- 
ing medium. 

Ideas at -work: 

WONE, Dayton, Ohio, placed sev- 
eral "Mystery Radios" in business 
places around the Dayton area and 
listeners were asked to inquire 
\vherever they saw a radio, if it \vas 
a WONE Mystery Radio. The first 
person to ask that question won the 
radio — if the answer was yes. 

WEKE. Cle\'eland, de\eloped an 
automatic telephone sales service in 
conjunction with Ohio Hell Telephone 
and the Higbee Com|)an)'. The serv- 
ice offers 24-liour merchandising and 
sales of a retail store to anyone dial- 
ing a certain number ^ ia tape and 
taped ans\vering service. Higbee is 
selling a record album 24-hours a 
day, se\ en da}s a week. 

PEOPLE ON THE :M0VE: Rob- 
ert M. (Boh) Storer, youngest of 
four sons of George B. Storer. will 
join the sales ?talT of KGBS. (Storer 
Radio), L.A. . . . Charles King to 
v.p. in charge of sales, \VN1^\-Radio, 
Ne\vark, N. J., from director of sales 
for NTA Film . . . James 3IeD(»ii- 
oiigli to the sales staff of WQAM. 
Miami . . . John K. Fischer. Jr., 
to account executne. WGKA (AM- 
FM1, Adanta, Ga. . . . Gene S. Ball 
to promotion manager. KLZ, Den\ er 
. . . Martin Hoss to station man- 
ager, WPTR. Alhan). N. Y., and 
Anthony Koeeo to general sales 
manager, same station. 

Hapi>y ainiiversar) : KGBS, L.A., 

celebrated its first on 28 June. The 



station, formerly known as KPOP, is 
in the Storer group. 

Kudos: K-BOX, Balaban station in 
Dallas, Was gi\ en the quarterly award 
for the "best radio news coverage in 
the greater Dallas-Fort Worth area" 
by The Press Club of Dallas Founda- 
tion. 

Off heat sales: WXYZ, Detroit, has 
created a new feature Teen Bulle- 
tin Board, sponsored by Coca-Cola, 
which concentrates on news of inter- 
est to the area's )-oung people with 
emphasis on recreational activities as 
well as news of recommended shows 
and cultural exhibits. 

Hai)i»y birthday: WHO radio will 
celebrate its 38 jears of broadcasting 
1 August. To mark the occasion the 
station will feature s|)ccial nmsic and 
programing. 



Here's a ease of the shoe being 
on the other foot: For years, 
newspaper and magazine pub- 
lishers have been getting into 
hroadeastiiig as a sideline. 

But WFMT. Chicago's fm outlet, is 
branching out into publishing on a 
large scale. WFMT. already publish- 
ers of a 2.5.000 paid circulation pro- 
gram and fine arts guide, is launch- 
ing WFMT PERSPECTIVE, in Octo- 
ber. 

Tlie station expects this magazine 
not onlv to increase enthusiasm of 
|)resent listener-subscribers, but at- 
tract new readers. But chiefly, the 
size. 81 ■> X will be a more at- 

tractive advertising medium. PER- 
SPECTIVE, aimed at a long-hair au- 
dience, will exceed .SO.OOO in its first 
print run. 

The iN'AB smveyed fm radio 
members and found that a total 
of 79 stations >vill be airing 
stereopboiiie fm programs by the 
end of this vear and 17}{ by the 
end of 1962. 

64 of the 600 fm stations iiicm- 
hers queried gave the following re- 
sults: 18.T stations said they plan to 
begin stereo broadcasting: 140 re- 
|)orted they have no such plans: 32 
stations had made no decision: 24 
use fni/ain stereo with no indication 
of fni-onlv planned. 
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AB-PT announced the election of 
two officers, jMartin Browii and 
Michael P. Boland, hoth at ABC. 

Martin Brown has been made v.p. 
and treasurer while Michael P. Bo- 
land was voted a v.p. in charge of 
financial controls. 

PEOPLE ON THE MOVE: Tom 
Chauncey, KOOL-TV, Phoenix, 
Ariz., and Tom Baker, WLAC-TV, 
Nashville, have been elected chairman 



and secretary, respectively, of the 
CBS Television Network Affiliates 
Advisory Board . . . Wilhur M. 
Fronini to director, new^ business 
and promotion, NBC Spot Sales and 
Alfred Ordover to manager, re- 
search, NBC Spot Sales . . . Peter 
M. Affe to station manager, WNBC- 
TV, New York, from manager of 
da) time program operations, NBC TV. 

New affiliate: KODA, new radio 
station in Houston, Tex., signed as 
an affiliate of ABC . . . WGTC, 



KAKC 0$ 

out h$$ic 

Station 
0nd S0les 
be^0n fo 
climh 
$lm$t 
omni^ht " 

And it's no wonder. Survey after survey (including 
Hooper and Pulse) prove KAKC First in Tulsa by 
more than twice the audience of any other Tulsa 
station and it's been that way for over four years. 
And, when you consider that Tulsa is the "Oil Capi- 
tol of the World" and bank deposits are higher than 
ever before, it means there is plenty of money in 
Tulsa to buy your products. 

So, when it comes to radio in Tulsa you just can't 
overlook KAKC. 




Howdy, I'm K. A. Casey . . . here to offer you 
the best all 'round radio "buy" in Tulsa. Why 
not call your Adam Young representative and see 
for yourself. 



FIRST 



TULSA 




KIOA 

DES MOINES 



KBEA/KBEY-FM 

KANSAS CITY 




STATION 



Greenville, N. C, has signed an a 
filiation with CBS Radio . . . KU) 
San Jose, Cal., and WRVM, Roche 
ter, N. Y., go to MBS. 

Tliisa 'n' data: Third quarter sal 
figures released by ABC Radio poii 
to a possible increase of one-thii 
over the same period last year. 

ftopresenfeatives | 

Avery-Knodel lias leased tcli 
phone lines in order to give i( 
salesmen direct dialing to repn 
sented stations. 

The new service, referred to i 
Wide Area Telephone Service, m 
give agency buyers up-to-the-minul 
availabilities and quick confirmatio 
of schedules. 

Bernard P. Pearse lias announce 
the formation of his own re 
firm, Pearse Sales, effective 1 Ai 
gust. 

The new firm, located in Detroi 
will represent the full list of Wee 
radio and television properties an 
selected stations not in conflict wit 
Weed. 

Pearse has been manager c 
Weed's Detroit office for the past 1 
years. 

Robert E. Eastman Co.'s boar, 
of directors just held an officers 
election. 

Those elected or continuing in o 
flee are: Robert E. Eastman, pres 
dent; Richard C. Arbuckle, execi 
trve v.p.; Joseph P. Cuff, nation: 
sales manager; George G. Dubinet; 
v.p.; Francis L. Boyle, secretary 
Jacob C. Heilpern, treasurer. 



Rep anpoiutments: WMOU (AM 
FM), Berlin, N. H.. to Foster am 
Creed, Boston, for New England.. 
KSBK, Okinawa, has re-appoinle 
Pan American Broadcasting . . 
WPTR, Albany, N. Y.. to Daren Fl 
McGavren . . . WWSR. St. Alban< 
Vt.. and WSNO, Barre. Vt., to Brcci 
& Ward, New York . . . WRNB-^ 
Hartford, Conn., to Kettell-Cartf 
for New England. 

PEOPLE ON THE MOVE: Wil 
bur M. Fronini to director, ne\ 
business and promotion, NBC Spo 
Sales and Alfred Ordover to re 
search manager, same firm . . . Wil 
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Fiiii J. H«Mi«lricks to manager, 
'?C TV National Station Sales, De- 
uit office . . . R:ili>h H. Daniels, 
J., to assistant general sales nian- 
ser, KNXT, L.A., from CBS Tele- 
\:ion Stations National Sales and 
I«'Ii;ir«l [Jeeseiiieyer from tlie same 
fsition at KNXT to manager, ABC 
llevisioii Spot Sales, L.A. . . . 
(larles J. \^'^iiullu»rst to New York 
t sales staffer at Katz from acconnt 
et'rutivc at Coni|)lon . . . Weiidel! 
Jiriiielec to sales manager, Detroit 

I lee of Broadeast Time Sales . . . 
JIiii P. DiilTy and Joseph V. Dev- 

I I to New York radio sales staffers 
aPetry . . . Frunk G. Bochni, pro- 
» 'tion manager for tlie past five 
Mrs at Adam Young, is resigning 
a of 31 Julv. 

office: Forjoe aiu! Company 

< opened a new Kansas Citv salfs 
ce at 208 Niehols Road. 

Film 

J/ie*! Artists is gearing up for 
li^vier tv elTorls. 

Edward Morey has been made 
P'sident of AATV, an Allied Ar- 
tis subsidiary that used to he ealled 
l.erstate Tv. 

Another AATV eleetion is that of 
fibert B. Morin. He has been made 
yj. and general sales manager, and 
Jails on AATV expansion will be 
cuiing from bim shortly. 

•^tC Films eontinues to show iin- 
iiiia! growtii Mitli the conipuny's 
i.niestic syndicated sales for tlie 

1st half of 1961 aheadv at 

lo% of all of 1960. 

Hie first two quarters of 1961 

jinst a similar period of a } ear ago 

kwed a gain of 269.2%. 

P;Ol>LE ONTHE MOVE: Paul 
Ksander to v.|). and direetor of 
PGL Productions, from nation- 
l^ales direetor at Animation Center 
I . Harvey Heriihar«l to business 
niinistrator. Wolper Production? 

. Edward 3Iorey to president of 
Aicd Artists Television Corp.. from 
I", and direetor of Allied Artists 
Pjtures . . . Jack Kiiodes to eeii- 
il division sales manager for ITC. 
lun district sales manager for tiic 
•jitral division, ITC . . . Al Lankeii, 
•jitheni representative for Official 
Fms. was on the Eastern Airlines 



|)lane that was highjacked by a Cas- 
tro gunman last week. 

Now markets: ZlV-l A's RijHttnl 

added these markets: WKY-TV, Lex- 
ington; WSYR. Sjrarnse; WKJG, 
Fort \\'a\ nc . . . added to the list 
for Khif: of Diiimoiuls were: KCO, 
San Francisco; Yi'SAI{. Pio\ideiice; 
W'MCT. Memphis; WINK, Ft. Mvers, 
Fla.; KllSL. Cliico-Hedding, Cal.; 
KOLO, Reno; KOIN, Liiiroln. Neb.; 
W'EHT, E^•a^sviIle, Neb.; WTVM, 
Peoria; and WSFA, Montgomery, 
Ala. 

Public Service 

WSYK-n, Syracnse, N. Y., is 
prograniiiifi a (hiiiy Tv Summer 
Sciioo! as an oii-th«'-air class- 
room, complete with .<tn<lcnts 
and l>la('kl>oar<h 

The six-week course, featuring the 
Madison Project for teaching mathe- 
matics, is seen Monda) through Fri- 
day at 9:30 a.m., concluding 1 Sep- 
tember. 

niiis is the first of its kind in the 
bistor) of Central New York. 

WSAZ-TV, Huntington, W. Va.. 
lias a program for tlie physically 
lian<nca]>]>ed «levoted to helping 
tlieiii fin<I <'niployiiieiit. 

The weekly includes guests who 
are haiidica|)|)ed i)crsoiis and their 
vocational rehabilitation counselors. 

This is a dilTerent turn to tbe idea 
usually used for such jirograms. and 
it is hoped that other stations will 
take an interest in doing the same. 

Pnhlic service in action: KOH^ 
and KICINI-FM, Omaha. Neb., arc 
giving a boost to Omaha's Recreation 
Department by devoting five sports- 



cast* a da\ to news of parks and rec- 
reation in the area . . . WVOX, New 
llochclle, N. Y., gave time to Dr. Her- 
bert C. Clisli, su|)erinti'ndent of New 
Kocliclle schools, in order thai Iw 
might speak about tbe positi\e a— 
|)ects of the school programs. The 
schools tberc ha\c been under attack 
of late for a color-white problem . . . 
The Adv«>rtisiii<; Council has dis- 
|)atehcd a special kit to a list of 
radio/tv directors of farm-audience 
|)rograms to aid the stations in their 
search for men with farm skills, need- 
ed urgently hy the Peace Corps. 

PEOPEE ().\ THE .MOVE: Wil- 
liam H. Coney has been ajipointed 
direetor of |)ul)lic affair.* for KllVll 
and KllVll-TV, Honolulu, in order 
that the station can answer tbe needs 
of that commnnily in dcjitb. 

Trade Dates 

Northwestern Uiiiv<'rsity in Chi- 
cago will run a National Syiii- 
posiiiiii on Freedom and Kespon- 
sihility in Broadcasting 3-4 Au- 
gust. 

The two-day event — bringing to- 
gether 20 leading figures in go\crn- 
ment. communications, and la\»' — is 
sponsored hy tbe Nortli western School 
of Law. 

S|)eakers will include Newton Mi- 
iiow. LcRov Collins. John W. Guidcr. 
president of WMTW fAM-FM-TVL 
Poland Springs. Maine, and Clair R. 
MeCollcmgh, board chairman of the 
NAB and general manager of tbe 
Steinman stations in Lancaster, Pa. 

Other tra<h> dates: C-<] Augu>t. 
Georgia Association of Broad- 
casters for its annual convention at 
.^t. Simon's Island. Ga. ^ 



Q 

A 



How can i be sure my TV 
• prints are of proper television 
quality? 



1 



BONDED 

TV IFII 



Let BONDED procure the 
• prints and check the quality 
before shipping the spots to 
the stations. 



NEW YORK % 
CHICAGO 
LOS ANGELES 
TORONTO 

A Oivlsion of 

NOVO INDUSTRIAL CORP. 
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A BROADCASTER'S CREED 
FOR AMERICAN BUSINESS 

I 

Frank P. Fogarty^s seven-point creed tvas delivered to the 
Henry Monsky Lodge of the Bhiai B'rith, Omaha, on his ac- 
ceptance of an Americanism Citation Atvard from that organi- 
zation. Only a small gronp heard the speech, but it aronsed tre- 
mendous interest among businessmen tvith the resnlt that Mere- 
dith Broadcasting Company, of tvliich Mr. Fogarty is executive 
vice president, tvas deluged for copies locally. Copies of the full 
speech can be obtained by tvriting Meredith WOW, Inc., Oma- 
ha, of ivhich Mr. Fogarty is vice president and general manager. 
He is also Chairman of the Board of Radio Advertising Bureau.' 




1. 



2. 



We believe that business should earn a 
profit, and that it should wear its profits 
proudly. Too long have we permitted 
short-sighted critics to point the finger of 
shame at profits, as something to be 
schemed, bargained and taxed out of ex- 
istence. 



We believe that business should be more 
eloquent and evangelistic in explaining and 
defending the profit system, otherwise 
known as free enterprise. We have failed 
to convince the people that out of profits 
must come the money to make jobs, to pro- 
mote philanthropy, to support the govern- 
ment, and to finance the growth of the 
country. We have erected what we fondly 
hope are adequate defenses for the physi- 
cal targets of the Communists, but we have 
failed to provide for the defense of their 
ultimate targets, our profit system, our de- 
mocracy and our faith in God. 



3 



We believe that a business should be deep-' 
ly integrated into the community it serves, 
so that it will know the needs, desires and 
problems of that community. 



4, 



We believe that a business should accept' 
its full share of responsibility for the 
things that make a community a better 
place in which to work and live. Concrete- 
ly, this means that a business should inter- 
est itself in schools, churches, hospitals, 
parks,, museums, settlement houses, healthi 
and welfare organizations, old people's 
homes, and nurseries, among other institu- 
tions. . . . 



We believe that a business should be a 
good citizen in the formal or political sense 
of the word. It should of course pay its ju.4 
share of taxes fully and promptly. Over 
and above that, it should take an interest 
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ill government and encourage its employ- 
ees, customers and associates to do so. 

5 Business should support city planning and 
^ foster soundly conceived public works, 
looking upon them, not as a burden, but as 
an investment. 



We believe that business should sweep 
broad horizons iu its thinking, that busi- 
ness should be accurately informed about 
and emotionally involved in the problems 
that confront the United States, both in so- 

5 called normal times, such as you and I 
have seldom experienced in our lives, and 
■ also in these days of cold war and hot 
peace. We believe business should con- 
tribute to the nation its full share of think- 
ing and leadership. We think business 
should speak out more frequently, more 
clearly, more bravely. 



We believe that a iiusiness should con- 
tribute to the economic health of its com- 
munity. It should work vigorously for a 
political climate in which i)usiness can 
prosper, thereby broadening the base for 
■ taxation, creating jobs and developing op- 
portunity for the young. Business should 
lay out the welcome mat for other busi- 
nesses, even tliough of the same type. 




shortest (listance 
lictwccn buyer ami sellcM" 
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Allen S. Klein will head up the expande 
H ^'^^^^K Pacific coast operation of Pulse. The ej 

■ ^^Bl^^^ pansion will include full-scale research wit 
\jSKt^s^^L production facilities. Klein ha 

■ S'^^Hl^^^ national sales director for the 2( 

year-old audience and research firm sine 
1958. He has been, in this capacity, c< 
ordinator of activities between New Yor 

and Los Angeles since Pulse opened tha 
office. His work at Pulse has included, prior to his most recer 
assignment, client relations, market research, and productior 

Alan Henry has been made general man- 
ager of KWK, St. Louis. He had been 
general manager of WCKR, Miami, where, 
under his tutelage, the station emerged as 
oue of the top news stations of the south, 
earning three news awards. Henry's other 
radio experience include KXEL, Waterloo, 
Iowa, as v.p. and general manager; WNHC, 
New Haven, Conn., as general manager. 
His advent into the St. Louis scene has created great interest in tha 
area. lie is married, father of two children, and is 31 years ok 

Ruth Supiro has been named to head telf 
vision research for Blair Television Assc 
ciates. She joined Blair in 1958 as researc. 
assistant. Previously she had been o' 
the media research staff of N. W. Ayer. I 
her new post she will continue to report t| 
W. Ward Dorrell, v.p. and director of all 
broadcast research. Miss Supiro specia 
ized in social studies and economics a; 
New York University and graduated with an M.A. degree, afte 
which she did statistical analysis for several congressional committees 

Charles King, has been appointed v.p. in 
charge of sales for WTA (AM-FM), 
\ewark, N. J. He is a former director of 
sales for the NTA Film Network. Prior to 
his new post at WNTA, he was general 
utanager of Arrow Productions, a division 
of Independent Television. King was presi- 
dent of Charles King Productions, his own 
firm, producing such shows as Neivsweek 
Periscope and Second Honeymoon. He is also 
of program sales for MBS and was with th 
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frank talk to buyers oj 
air media facilities 



The seller's viewpoint 



he ''personal sell" in the rep field, its ingredients and importance, gets a 
'lorough going-over by tliis lueek's seller, Jack Thompson, v. p. of the newly- 
jrmed Advertising Time Sales. He asserts that the personal sell, which is 
ne area which never will be replaced by automation, calls for a thorough 
nowledge of every facet of a station s operation. This is best accomplished 
y salesmen with "limited lists of carefully selected stations and markets," 
ccording to Thompson. He emphasizes the need to start selling long before 
le call for availabilities. "Sell yonr stations as if you yourself owned 
iem," recommends Thompson. 



n 



There is no substitute for the "personal sell" 



utomatioii appears to be the key-word in today's in- 
istrial and business world. Machines replace the man. 
owever, there is one indisputable factor iu our particu- 
r business that cannot be, although it sometimes is, 
I'erlooked. Tlie technique of the "Personal Sell" will 
^ver be replaced by data processing. Personalized sell- 
ing must be an established habit in the station reprcsen- 
ition field. 

There is much more to a sale than just numbers. The 
presentative salesman must know his product. He must 
low the many facets that make up his station, fie must 
ihoroughly familiar with every phase of the operation 

is selling. Whether he is selling Cleveland or Elephant's 
reath, Wyoming (thanks, Joe), there are always new and 
^rtincnt facts that can aid his sale. 

Timebuyers work with hundreds of markets. A good 
presenlative must see to it that he educates his buyers 
id account people on his markets and stations as coni- 
etely as possible. Tlie salesman who has a long list of 
ations to sell is at a disadvantage in this respect. Limited 
I** of carefully selected stations and markets afford op- 
jirtunity for repeated calls to "hammer home" the impor- 
jut facts and plus factors again and again. The salesman 
jlliug such a selected, limited list has the time to become 
miliar with his stations; he can get to kiiow ihcm from 
wer to control hoard, from sales manager to air pcr- 
nality. 



Personalized contacts should be maintained at all levels 
from the estimator and agency secretary to the account 
executives and clients. Knowing the people you are deal- 
ing with plus knowing your own jiroperties are the two 
most important assets for a representative salesman. 

ITie call for avails is not the sale time for selling. The 
salesman should utilize his time during the so-called quiet 
periods (infrequent in our business) to fill in his agency 
contacts with the latest facts and figures on his markets, 
his stations, and the special facilities available at his com- 
pany to give added service to the agencies. The salesman 
always has something to sell. A good thing to reinomber 
is that there is no room for complacency in this business. 
The "Fat Cat" poses an easy target! There is no time 
v\heu the representative or station, for that matter, can sit 
back and expect the money to roll in. 

Another vital consideration is that no rctjuest for avail- 
abilities is too small to be serviced. Xo request for in- 
formation on your station or market is too '"far out'" to be 
aiis\vered. The representative firm has been hired by the 
station to do the best job possible for him. It is ahvays 
a good idea to sell your stations as if you, yourself, owned 
them. 

When the call for availabilities couies iu, the salesman 
must be brief, concise and complete. A good deal of his 
selling should ha^e already hccii doue. If he has waited 
for the a\'ailabllity call, he's too late. ^ 
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Wanted: more "excitement" 

In recent conversations with advertisers and agency men 
we keep hearing more and more about the need for greater 
"excitement" in radio and tv. 

The word, as these men are using it, does not mean more 
action, more adventure, or more violence. 

By "excitement" they mean exciting new program con- 
cepts, imaginative new radio/tv treatments which can gener- 
ate enthusiasm and cause talk. 

And they are very, very serious in insisting that, to hold 
and build present advertising volume both branches of the 
air must come up with many more projects which have this 
"excitement" factor. 

Far more, they say, than networks and stations seem to be 
producing for the '61-'62 season. 

In sponsor's opinion these are significant, even disturbing 
comments. And we don't believe that the industry can afford 
to ignore them. 

Those who think of advertisers and agencies as maiuly 
concerned with ratings, costs per thousand, and sales figures 
may be surprised by this pre-occupation with "excitement." 

But anyone who has followed the history of expenditures 
over the years knows that advertiser enthusiasm for a par- 
ticular medium is a potent factor in its success. 

And no amount of statistics on cost, circulation, CPMs, 
reach, ratings or efficiency can compensate for lost enthusi- 
asm. 

Reading the signs of the times, sponsor believes that a 
greatly increased emphasis on programing by radio and tv 
broadcasters is an immediate and economic necessity. 

Recent developments in Washington, and elsewhere have 
focussed the attention of the industry on programing im- 
provements for social, legal, or public service reasons. 

But over and beyond the admonitions of Chairman Minow, 
or the complaints of critics and pressure groups — and actu- 
ally far more important — is a hard-headed dollars and cents 
reason for greater attention to programs. 

The men who pay the media's bills want more excitement on 
the air. We urge all networks and stations in both tv and 
radio to protect Uieir business by bettering their shows. ^ 
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Surprising ho\^ trends can be stopped 

il not rii>t ill tlic lo;if;ii('. N(M\ >-()ii-tli('-li()iii (On 'I \ y 
Siiii'l) Kirst-ratc. iii>t-riiii Iciitiiio lilm- In prime time. 
Great kiddie ."-lunv ^. Tlie l)e>t in >\ iidieatcd [)i()<.'rani>. 
("(iinimmity idoiitificatioii and eiideavdr. 

\iul \ve"\(> just l)Cf;iiii to lij;lit. From now on. tliin!:> 
'^c{ l)if;f;(M and better. II tlie Twin (atie-^ lifiure in 
\ our marketinj: [)lan>. (^lind) aboard. Call tlie man Ironi 
Katz and a.-^k liini to biinj; alonj; the .lunc WW iiocik. 
\nd the May hook. too. Niel>en. il \oii premier. (]lieek 
the trend, the i\cw Clianiiel 11 trend in the r\\in>. 

TIME-LIFE BROADCAST 

Independent WTCN-11 • Minneapohs-St. Paul 



lyhe they re ri}:lit. .Mayhe there i.s nothing liaider 
pto|) than a trend. Mayhe. But we sto[)[)ed one . . . cold! 
In .Minneapolis-St. Paul, the TX vie\\inj; tr(Mid was 
[wn. All three network uirdiates (ealled X. V & Z) 
lycd to fewer people in June than in May. A lot fewer, 
^'ot so at WTCN. the (Channel 1 1 in(l('[)endent. 
Audienee was up. 20'"f more x iewcrs over-all. a 
lopping 379f more \iewers in the l)ij;;-time slot from 
|.M.-10 
il , days 

i\\ hat did it? Sneli trend-sto[)pers as Killehrew anil 
Cnpany — the Minnesota Twins — first with tlie fan*. 



6j .M.-IO P.M. Sliee it any way you want. Honrs [ler 
di. (lavs per >veek . . . WTCN spells TP. 



Another famous liell eoiues to Pliilatlelplii 



WRCV-TV was honored as xA-merica's "out- 
standing television station." It received the 
coveted Gold Bell Award of the Catholic 
Broadcaster's Association. This is the first Gold 
Bell Award ever presented to a Philadelphia 
station. Announcing the honor, the awards com- 
mittee said: "In both quantity and quality of 
broadcast WRCV-TV has performed excep- 
tional service during the past year. Throughout 



a wide range of programming, WRCV-TV I 
shown itself truly desirous of assisting Catho 
Broadcasters in every way possible." And 
every way possible, from pure entertainment; 
public service, WRCV-TV serves Philadelpl 
with award calibre television programmii 



WRCV-T^ 
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